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ABSTRACT 
This study examined patterns of research-based information and predictions about e-
commerce that have been disseminated during the first six years of the diffusion of this 
innovation. The theoretical expectation was based on Hoopla Effect theory, which 
suggests that early information and predictions about an innovation will be overly optimistic, 
produced mainly by inventors and businesses that have a stake in their success, and focused 
primarily on main effects of the innovation rather than indirect social impacts the innovation 
might have. All 1,134 research-based reports about e-commerce posted on the Website 
nua.com were content analyzed in this study. 
Findings showed the tone of information did tend to become significantly less positive 
over the five-year period. While studies about social impacts of the innovation did increase 
over time, there were many more studies about financial and business aspects across all time 
periods. The source of most of the reports was research firms, which was contrary to the 
expectation that it would be primarily businesses themselves. This suggests that research 
firms may now be playing a major role in presenting information used by investors or 
businesses to make decisions about e-commerce. The extent to which such research firms are 
acting as agents of businesses promoting these innovations could not be determined by this 
study. The study supports supply-side diffusion theorists who suggest that the quantity and 
source of innovation information is likely to vary widely over time. 
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CHAPTER 1. INTRODUCTION 
Many years of diffusion research have generally confirmed that information plays an 
important role in the process of diffusion of innovations regardless of the channels people 
use. However, there has not been much investigation of the specific information content and 
how that content is made available across time. A study done by Abbott and Eichmeier 
(1998) specifically looked into the content of mass media coverage of innovations and found 
there is a cyclical pattern of coverage of new scientific or technological topics that begins 
with an optimistic expectation and declines across time, which they named "The Hoopla 
Effect." This study utilizes Hoopla Effect predictions to investigate one specific type of 
information provided early in the diffusion process - research reports, surveys, projections, 
and analyses. These are important, as they often form the basis upon which investment, 
purchase and use decisions are made by innovators and early adopters (Brody, 1993; Rogers, 
1995). 
These research-based materials are mostly provided by sources such as innovators 
themselves, related industries, research firms, consulting companies, government officials, 
and academic institutions. Sources that carry on their own research reports and release them 
to the media and the public are referred to as primary sources of information in this study. 
Primary sources influence the public directly through their own outputs, and also influence 
them indirectly through mass media, which are the most rapid and efficient means to create 
awareness and knowledge among audiences about the existence of an innovation (Rogers, 
1995). Rogers, Dearing, and Chang (1991) have shown that materials released by primary 
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sources often stimulate significant media coverage. Another study found that a research 
report on the Monarch butterfly and bt com and a British study of rats being fed bt potatoes 
had a considerable impact on subsequent media coverage (Abbott and Lucht, 2000). 
Therefore, materials concerning innovations released by primary sources play a critical role in 
the process of diffusion of innovations for they can be indicators of how the innovation is 
perceived, and a predictor of how the innovation might be covered by the mass media. 
However, innovation information that people receive is inconsistent in terms of quantity 
and quality over time. A review of diffusion theory found that the amount of material 
concerning an innovation at any one time varies considerably (Abbott and Yarbrough, 1999). 
That is, when an innovation is introduced to the market it first attracts a substantial amount of 
attention, and primary sources then produce more and more reports and studies concerning it 
until it has been explored to a certain degree or the interest in it declines. Thus, someone 
seeking to adopt an innovation at Time 1 might find a very different amount of information 
available than someone adopting at Time 2. 
Furthermore, as an innovation develops and gets more and more influential and 
widespread over time, the quality of its information varies. As time passes, the information 
will not be confined solely to the characteristics of the innovation itself, but will also begin to 
address social, political, or other indirect effects. Multidimensional issues and viewpoints 
will appear since more groups investigate the innovation from different angles rather than the 
financial and technological aspects of initial coverage. Abbott and Eichmeier (1998) found 
the most used sources of innovation in the early stages of innovation of diffusion are those 
with self-interest in product promotion, while the use of government and non-profit related 
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sources increases in the later stages of the process. Thus, the content of information 
concerning the innovation will become more diverse since each source has different interests 
in the innovation. The tone of information also will vary depending on the position of the 
source. For example, the tone of articles from inventions is expected to be positive for 
business promotion. 
The purpose of this study is to examine the pattern of information released by primary 
sources over time about electronic commerce (e-commerce). By understanding the pattern of 
innovation information, information sources can learn how to provide their information 
effectively at a certain time point; media editors and reporters can be more sensitive when 
dealing with information about technologies and avoid overly hyping technological 
inventions; audiences including investors and the general public can be educated to analyze 
the messages about innovations they receive in different time periods and develop their own 
perspective toward innovations to make investment and adoption decisions. 
E-commerce is defined as the exchange of information, goods, services, and payments 
by electronic means (Harrington and Reed, 1995). Traditional e-commerce is conducted with 
the use of electronic data interchange (EDI), which is the computer-to-computer exchange of 
standardized electronic transaction documents, while contemporary e-commerce is driven by 
the Internet since 1993 (Zwass, 1996), and this Web-based e-commerce is the innovation this 
study looks into. In a report of e-commerce trends in 2001, Annan pointed out that the 
emergence of the W eh-based e-commerce over the past decade has radically transformed the 
economic landscape. The significance of e-commerce can be shown by the frequency of its 
media exposure. According to the Lexis-Nexis Universe database, the term "e-commerce" 
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began to gain popularity in mid 1996 with five articles using this term in the headline. By 
2001, there were more than 5,000 articles using e-commerce in the headline. Business 
researchers also plunged into the e-commerce field. According to Business and Company 
ASAP database, there were only 46 e-commerce articles in 1996, and the total number of e-
commerce articles exploded to 10,946 by the end of 2001. In its early stages, e-commerce 
created huge sales and grew rapidly in a short period of time. A U.S. Census Bureau of the 
Department of Commerce report indicates that the estimate of U.S. retail e-commerce sales 
for 2001 is $35.916 billion. E-commerce revenues were projected to rise over the next few 
years worldwide with a huge growth rate due to increasing online population, and 
improvements in technical limitations such as bandwidth availability and affordability. For 
example, eMarketer, an online research firm, revealed that worldwide business to consumers 
(B2C) online revenues were $30.1 billion in 1999 and $59. 7 billion for 2000. It expected the 
figure would keep increasing over time (see Figure 1). 
Such an innovation affects the economic structure by transforming commercial 
transactions on an electronic basis, and brings up several social and legal issues such as 
changes in shopping behavior, taxation, privacy concerns, and cyber crime that make the 
related agencies and the government conduct research and regulate it. Thus, e-commerce is a 
powerful innovation that is worthy of investigation. In addition, there are plenty of reports 
and studies regarding e-commerce so far that provides a base for this study. 
The early period of the diffusion process was selected because business leaders and 
investors make crucial decisions during this time about whether to support new technologies 
or not. In addition, the early stage of diffusion is the time period when most people learn 
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about an innovation from commercial sources (e.g., salesmen) and mass media. Klopfenstein 
(1985) indicated that if the knowledge gained from the initial steps is encouraging, a decision 
might be made to market and adopt the product. Thus, information about innovations during 
this time period plays an important role in the diffusion process. 
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Figure 1: Worldwide B2C revenues (1999-2000) and 
predictions (2001-2004) (in billions) 
Source: eMarketer (2001) 
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CHAPTER 2. LITERATURE REVIEW 
Defining Diffusion Theory 
Diffusion theory is one of the most widely used theories to explain how a new idea or 
object spreads outward from its original source to ultimate adopters. The most commonly 
used definition of diffusion is from Rogers (1995): "Diffusion is the process by which an 
innovation is communicated through certain channels over time among members of a social 
system." Diffusion's theoretical root can be found in rural sociology in the 1940s and has 
been applied to many areas, including anthropology, education, public health and medical 
sociology, communication, marketing and management, geography, general sociology, and 
general economics (Rogers, 1995). 
Although the origin of diffusion research can be traced back to the beginning of 20th 
century by a French sociologist who was interested in the spread of inventions and the 
following social change in a society1, diffusion research did not start to flourish until the 
1950s when it was developed by rural sociologists who were concerned about the adoption of 
agricultural innovations and ideas among farmers. The rural sociology research tradition 
formed the paradigm for diffusion research, and accounted for the largest percentage (22 % ) 
of diffusion studies. In rural sociology research, Ryan and Gross's study (1943, 1950) 
concerning the diffusion of hybrid seed com is considered a theoretical base for rural 
sociology diffusion studies by investigating the four main aspects of diffusion: the time 
1 Tarde, Gabriel (1903), The Laws of Imitation , translated by Elsie Clews Parsons, New York, Holt; reprinted 
1969, University of Chicago Press. 
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sequence of innovation-decision process, the pattern of acceptance of individual farmers, the 
roles of various media in conveying the innovation, and factors such as personal, economic, 
and social characteristics that influence the rate of acceptance. These aspects became a 
foundation and provided a direction for other diffusion research traditions. 
Based on the findings from rural sociology tradition, diffusion scholars from different 
traditions launched a plethora of studies focusing on different innovations and the diffusion 
processes. However, the research tended to concentrate on a few major domains of diffusion. 
These domains have been identified and classified by Rogers (1995) (see Table 1). 
Table 1. Typology of Diffusion Research 
Type of diffusion research 
Earliness of knowing about innovations 
Rate of adoption of different innovations in a social system 
Innovativeness 
Opinion leadership 
Diffusion networks 
Rate of adoption in different social systems 
Communication channel use 
Consequences of innovation 
Source: Rogers, 1995. 
Example 
Greenberg, 1964 
Fliegel and Kivlin, 1966 
Mohr, 1969 
Rogers and van Es, 1964 
Coleman et al., 1966 
Rogers and Kincaid, 1981 
Ryan and Gross, 1943 
Sharp, 1952 
Furthermore, each discipline discovered remarkably similar findings. These included the 
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S-shaped curve of adopter distribution2, characteristics of adopter categories3, and channels 
that were used to get innovation information through each stage of diffusion4. The interest in 
diffusion studies peaked in the late 1950s and 1960s and then declined until the 1980s, when 
interest in how new information technologies diffuse and the social effects they might bring 
rose after the emergence of new communication technologies, such as Cable TV, the Internet, 
and e-commerce. 
The Role of Innovation Information in the Diffusion Process 
How the public perceives and responds to innovations depends on the information it has 
been provided, especially in the early stages of diffusion. One generalization made from 
diffusion studies is that mass media are the most efficient channels to create awareness and 
knowledge about innovations while interpersonal channels are the most important for people 
to make adoption decisions. No matter what type of channel people use, it is information that 
makes people aware of innovations. Indeed, to diffuse an innovation, the first step is to 
provide information to the public to create people's knowledge and awareness toward it. 
Thus, innovation information initializes the whole process of diffusion of innovations, and 
the contents of innovation information construct the public's perception about the innovation. 
2 Adopter distribution is found to represented by an S-shaped curve rising slowly as there are few adopters in the 
beginning of the diffusion of innovations, and accelerating to a maximum until half of the individuals in the 
system have adopted, then increasing at a gradually slower rate as fewer and fewer remaining individuals adopt 
the innovation. 
3 There are five adopter categories identified: innovators, early adopters, early majority, late majority, and 
laggards. Innovators and early adopters are characterized by higher socioeconomic status and higher ability to 
take risks; on the contrary, late adopters and laggards tend to have a conservative and suspicious personality and 
limited resources to access innovations. 
4 Mass media is the most commonly used channel for awareness and knowledge of innovation in the initial 
stages of diffusion, and interpersonal media are identified as the most influential channel for people to make 
adoption decisions in later stages of diffusion. 
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The importance of innovation information can be seen from a few perspectives of 
diffusion of innovations studies summarized by Brown (1981). The adoption perspective, 
which is the traditional and dominant approach in studies of the diffusion of innovations 
developed by the rural sociologists during the 1940s and 1950s, is also called the demand 
aspect of diffusion. It implicitly suggests that all people have an equal opportunity to adopt an 
innovation. The time of adoption depends on innovation and individual characteristics that 
lead to a different degree of demand for the innovation. Another important factor influencing 
the adoption decision is the information people obtain. If the information acquired can reduce 
their uncertainty about the innovation, an adoption decision might be made. 
In contrast, the market and infrastructure perspective, which has been developed by 
Brown (1981), focuses on the process by which innovations and the conditions for adoption 
are made available to individuals or households. This viewpoint holds that the opportunity to 
adopt is unequal, and an innovation's adoption rate depends strongly on diffusion agencies, 
their promotional strategies, and the creation of infrastructures ( e.g., service, transportation, 
electricity, etc.). During the process of marketing, information is a powerful impetus to 
diffuse innovations. 
A third perspective comes from Hagerstrand (1967), who examined the process of 
diffusion from a geographic viewpoint. Basically, he concluded that the adoption of an 
innovation is primarily the outcome of a learning or communication process. This indicates 
that only through effective flow of information is an innovation able to spread. A 
fundamental step in examining the process of diffusion is to identify factors related to the 
effective flow of information and of the characteristics of information flows, information 
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reception and resistances to adoption. Although this perspective does not look directly into 
information itself, it lays stress on the role that innovation information plays when 
innovations spread. Accordingly, even though there are different perspectives and approaches 
to diffusion research, information has an important role. 
A series of studies that looked into the role that information plays in the diffusion 
process come from the rural sociology tradition. Abbott and Yarbrough (1999) pointed out 
that the concern over the role of information in the diffusion process arose from a focus by 
rural sociologists on how to encourage farmers to adopt new agricultural technologies. 
Studies such as Wilkening (1956), Copp et al. (1958), and Mason (1964) all concluded that 
information plays a key role in each phase of the process of adoption of agricultural 
technologies, no matter what kind of source the farmers used. The general conclusion was 
that mass media, including magazines, newspapers and radio, are the most important and the 
most frequently mentioned source by farmers in early stages of diffusion. These earlier 
sources were found to interest farmers enough to cause the farm operators to move to later 
stages of the adoption process (Copp et al. 1958). However, this did not mean farmers 
stopped seeking information after early stages of diffusion. Mason (1963) found that as the 
process proceeds, use of all sources increases as one moves across stages. 
Innovation Information vs. Adoption 
Rogers (1995) pointed out that diffusion is a special type of communication in that the 
messages are concerned with new ideas. Because of the newness, the information about an 
innovation is especially needed as a means to reduce peoples' uncertainty. Fischer et al. 
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(1996) pointed out that there is a lag between the time when people first hear about an 
innovation and the time when they adopt it because they need time to accumulate the related 
information to make a decision. Therefore, the innovation-decision process (knowledge, 
persuasion, decision, implementation, and confirmation) is essentially an information-seeking 
and information-processing activity in which the individual is motivated to reduce 
uncertainty about the advantages and disadvantages of the innovation. Once information-
seeking activities have reduced the uncertainty about the innovation's expected consequences 
to a tolerable level for the individual, a decision concerning adoption or rejection will be 
made. 
The amount of information also contributes to adoption of innovations. A study done by 
Wilson and Trotter in 1933 indicated that the more exposure to messages from any source, 
the greater the chances for adoption. Coughenour (1960) also found that there is a positive 
correlation between the use of institutionalized sources, print media, and adoption of an 
innovation. On the contrary, Rogers (1995) indicated that when an adequate level of how-to 
knowledge is not obtained prior to the trial and adoption of an innovation, rejection and 
discontinuance are likely to result. 
Sources of Innovation Information 
Based on the studies above, there must be some elements contained in innovation 
information that would influence people's perceptions about the innovation and even 
decisions to adopt or reject. Source is the first element to be investigated in this study. A 
model of the diffusion system developed by Coughenour (1968) indicates how an innovation 
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is diffused from inventors to the general public (see Figure 2). 
SPECIFICITY OF 
TF.CHNOLOGY 
l,\SSUMPfION 
OF 
SCIENCE 
I INNOVATIONS I 
INNOVATIVE 
SYSTEM 
IHYBRIDCORN I 
PRACITTIONER. I 
SYSTEM 
Figure 2. A model of the diffusion system showing the major elements involved in the 
diffusion process. 
Source: Coughenour, 1968. 
In this model, social system is divided into three subsystems according to the process of 
diffusion and the function of each subsystem: the innovative system, the communicative 
system and the practitioner system. Innovative system refers to the organized groupings of 
applied scientists whose specific purpose is to innovate; communicative system contains 
those who collect, process and transmit information. Practitioner system is an interrelated set 
of status-roles organized with reference to a broad range of institutional problems, it is 
organized with adoption leaders, systems of communicators, etc and it includes a shared 
orientation to the problem of adoption innovation for use in the attainment of the system's 
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institutional goals. Its function is to output the system innovations are generated by members 
(e.g., scientists) in an innovative system, and then pass through a communicative system, in 
which the innovation information is distributed and transmitted to the practitioner system that 
includes the adopters or potential adopters of innovations. 
Figure 2 shows that during the process of diffusion, commercial companies, the 
extension service, and other groups within the communicative system play an important role 
to move research-based information from the primary sources to the public. Within these 
groups, commercial companies are especially considered important since they provide 
innovation information to the public directly and also influence the_public through the mass _____________ _ 
media. 
Various sources of information differ in their impacts upon attitudes toward innovations. 
Coleman, Katz and Menzel (1966) found that doctors did not perceive drug companies as 
credible sources about a new drug. Besides business promoters, mass media's credibility is 
not considered high either. A study in 1955 from the Subcommittee for the study of Diffusion 
of Farm Practices found that the potential adopters mistrust some mass media information 
because they feel that the information is tempered by the business interests of those who are 
in control of them. Thus, source of information can be one of the indicators of how people 
perceive the innovation. 
In addition to sources possessing differing degrees of credibility, the sources people use 
also depend on availability in different time periods. There are varying amounts of 
information from different sources available in different periods of time during the diffusion 
process. Generally speaking, most early information will come from inventors and sources 
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with self-interest in the early stages of diffusion of innovation. For example, Ryan and Gross 
(1943, 1950) found that salesmen were farmers' first source of information about hybrid seed 
com; Coleman et al. (1966) studied the introduction of tetracycline by a drug company and 
found that drug salesmen were the most common first source of knowledge even though 
doctors did not consider drug companies trustworthy; Abbott and Eichmeier (1998) also 
found that the early sources of information about innovations tend to be producers and 
vendors of the innovation. Indeed, business itself is the most important source to diffuse the 
innovation at the awareness stage. Later, as the diffusion process continues, other sources 
without a direct financial interest including academic institutions, users, and government tend 
to increase (Abbott and Eichmeier, 1998). This phenomenon can be explained by the fact that 
in the early stages of diffusion, only inventors and business promoters have knowledge about 
innovations. Besides, to sell their own inventions, they need to disseminate innovation 
information. Later, as the innovation gets more widespread and causes a significant social 
effect, other neutral and even opposed change agents such as governmental institutions and 
NGOs may also study the innovation. This leads to the first hypothesis of this study. 
Hl: The sources of innovation information are mostly innovators and related business 
promoters in the early stages of diffusion of an innovation, as the process of 
diffusion advances through its early stages, other more neutral sources appear. 
Subjects of Innovation Information 
Rogers (1995) divided knowledge about a technological innovation into three 
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categories: awareness-knowledge, how-to knowledge, and principles-knowledge. Awareness-
knowledge is information that makes people aware that an innovation exists . This type of 
knowledge appears in all stages of the innovation-decision process, and is especially 
concentrated at the knowledge stage. How-to knowledge includes information necessary to 
use an innovation properly. Principles-knowledge consists of information pertaining to the 
functioning principles underlying how the innovation works. Rogers also pointed out how 
most change agents concentrate their efforts on creating awareness-knowledge, have less 
attention to how-to knowledge, and barely provide principles-knowledge because they 
perceive principles-knowledge to be a more appropriate task for formal schooling. This 
discrepancy comes from the different positions of change agents. 
Communication content reflects its institution (Bogart, 1995). In other words, what is 
communicated cannot be separated from the mechanisms. Thus, information concerning 
innovations that the public receives is expected to focus on issues depending on the positions 
of sources. Brody (1993) pointed out that in the initial phase of diffusion of innovations, 
developers of technological innovations always spotlight the business and financial success 
of their products to interest and draw attention from potential investors and adopters. Thus, 
he concluded that sources and motives determine the subject of communication content. In 
short, in order to promote an innovation and gain profits from it, information from innovators 
and related business promoters can be expected to focus on business and financial issues. 
Information from profit-irrelevant sources may focus on other issues such as unintended 
effects, social and cultural impacts, political or policy issues, and even moral issues 
concerning the innovation. Since the Hoopla Effect study suggested different sources of 
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innovation coverage appear in different time periods of the diffusion process, this trend may 
be applied to innovation information released by primary sources. In this way, the major issue 
of innovation information may vary and shift over time in response to the change of the 
sources. 
H2: Innovation information tends to focus on business and financial issues in the early 
stages of diffusion, and the focus shifts to social issues as the process of diffusion 
advances through its early stages. 
Diffusion Across Social Systems 
The fourth element of diffusion, according to Rogers (1995), is social system. Diffusion 
occurs within a social system from innovators and early adopters to others. Of course, 
diffusion of innovations can also happen across different social systems. The general 
diffusion pattern is from urban to rural areas, from industrially advanced countries in the 
North to developing and undeveloped countries in the South. This diffusion pattern and flow 
can be found in technology transfer studies. A few elements such as cultural context, 
economic foundation, policy, social milieu and so on have been identified as factors that 
would influence the direction and the rate of technology transfer (Sweeney, 2001). Among 
these factors, economy is regarded as the major force. 
Developing and producing innovations requires research and development (R&D) 
infrastructure, and this infrastructure requires knowledge and capital, which developing 
countries cannot afford (Meissner, 1988). Generally speaking, R&D activities concentrate 
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heavily on a few industrial countries. According to a report from the National Science 
Foundation (NSF) in 2002, the United States occupied the first position ofR&D expenditures 
during the past decade, followed by Japan, Germany, France, United Kingdom, Italy, and 
Canada. Among these countries, the United States finances 44 percent of the total worldwide 
investment in R&D. This demonstrates clearly the association between the level of 
innovation activity and economic development. Thus, it is not surprising that innovations 
flow from industrially advanced countries to the rest of the world. Usually, these countries 
include the United States, Canada, West Europe, and Japan. This innovation flow is just as 
Brown (1981) pointed out: innovation information tends to be concentrated more in certain 
places and then spreads depending on resources and infrastructure. 
The rate of adoption of innovations within a social system is also an important indicator 
of innovation flow since innovations flow from innovators and early adopters outward. 
Regardless of characteristics of innovations and individuals, the nature of the social system 
such as social structure, system norms, social networks, opinion leaders, change agents, mass 
media exposure, and so on (Rogers and Kincaid, 1981) has a direct effect that can facilitate or 
impede the diffusion of innovations. For example, Third World countries are characterized by 
limited resources, low economic competitiveness, lower levels of education, and a paucity of 
mass media, which makes those countries unfavorable environments for innovations to 
spread. They become late adopters, rejecters, or even have no awareness of the existence of 
innovations. On the contrary, developed countries, such as the United States, are 
characterized by higher social status, greater cosmopoliteness, and more tolerance for 
uncertainty that benefit the rate of innovation adoption (Rogers, 1995). In sum, 
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socioeconomic inequality among countries results in a flow of innovations, which is from 
industrially advanced countries to other countries. 
Under the situation of socioeconomic unevenness, new technologies make the rich 
richer and the poor poorer, and the socioeconomic gap between the early and late adopters is 
thus widened. As the communication technologies keep advancing, many believe that 
through the transfer of technology, the gap between developed countries and less-developed 
countries will be narrowed. Some even speculate that the direction of technologies and 
innovations flow will change especially after the invention of the interactive media. However, 
the gap thus far has not been narrowed. Goodman et al. (1994) found that the availability of 
Internet services still remains geared towards the technologically-advanced countries and 
biased against least developed countries; Lawson (1996) asserted that the information 
economy is just as sharply divided between north and south as any other economic 
measurement by revealing that the Internet connections are still largely confined to the United 
States and Western Europe; Hedley (1998) concluded that information technology (IT) is 
limited primarily to the developed countries by pointing out that five nations (the United 
states, Japan, Germany, France, and the United Kingdom) accounted for 80% of the 
information technology market in 1994. 
Since the innovation activities and favorable diffusion environment concentrate mostly 
on the developed countries, especially the United States, Canada, Western Europe5, and 
Japan, one would expect that innovation information also would focus on United States, 
5 Although a few Western Europe countries (e.g., Portugal) did not rank high in terms ofR&D investment and 
IT market, they were still included since Western Europe countries share a unified economy and market under 
the EU system. 
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Canada, Western Europe, and Japan in the early stages of diffusion of innovations for they are 
the sources of most innovations and have favorable environments for innovations to diffuse. 
Later, as the innovation spreads to other regions and countries, the innovation information 
may switch part of its attention to those places. 
H3: Diffusion of innovation information focuses on the development of an innovation in 
the United States, Canada, Western Europe, and Japan in the early stages of 
diffusion, while the focus will shift to the development of the innovation in other 
regions and countries as the process of diffusion advances through its early stages. 
Tone of innovation information 
One of the characteristics of innovations that will influence the rate of adoption is 
perceived relative advantage. Relative advantage is the degree to which an innovation is 
perceived as being better than the idea it supersedes, and it is often expressed in economic 
terms in innovation information. Diffusion scholars have found relative advantage to be one 
of the best predictors of an innovation's rate of adoption. Past investigations ( e.g., Singh, 
1966; Fliegel et al. 1968) of the perceived attributes of innovations almost universally report 
a positive relationship between relative advantage and rate of adoption that led Rogers (1995) 
to conclude that the relative advantage of an innovation, as perceived by members of a social 
system, is positively related to its rate and speed of adoption. This indicates the rate of 
adoption will be higher and more rapid as more and more relative advantages are perceived, 
and vice versa. The degree that people perceive relative advantage from innovation 
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information is concerned with its tone. 
Abbott and Eichmeier (1998) suggested that the tone of coverage about an innovation, 
which helps determine perceptions of relative advantage, follows a cyclical pattern that 
begins with a highly optimistic tone in the Hoopla period ( a period that characterized by a 
steep increase in coverage of an innovation), and becomes more negative over time as a result 
of experience with the innovation. The most negative coverage is found in the Post-Hoopla 
period ( a period when the coverage of an innovation declines). Besides experience, source 
would be another key factor determining the tone of an innovation article. For example, the 
tone of innovation information released by inventors and interest-related change agents will 
be more positive for business purposes. Klopfenstein (1985) studied the predictions of home 
video players and found that the manufacturers of home video players tried to project a 
positive image for themselves and the products they were producing. Rogers (1995) further 
pointed out that diffusion studies themselves are often commissioned by change agents and 
promoters. Articles from other non-business related sources might be perceived as less 
positive than those from profit-related agents. The Hoopla Effect study found that the sources 
of early coverage tend to be inventors and business promoters in the early stages of diffusion 
while other neutral or even opposed sources appear in the late stages of diffusion, and this 
shift of sources is one of the reasons that result in a less positive tone of the innovation 
coverage over time. Since media coverage is influenced by primary information sources, this 
trend may be applicable to the innovation information released by primary source. 
Accordingly, the tone of innovation information may be less positive over time because of the 
experience with the innovation and the change of sources. 
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H4: The tone of innovation articles is more positive in the early stages of diffusion, 
while the tone of innovation articles is more neutral or negative as the process 
of diffusion advances through its early stages. 
Forecasting Innovations 
Another element that should be contained in innovation information is consequences of 
innovations. However, just as Rogers (1995) pointed out, consequences of innovations, which 
serve to reduce peoples' uncertainty, is the least studied area within diffusion research in spite 
of its importance. He explained this is due to change agents' pro-innovation bias that assumes 
the adoption of a given innovation will be adopted by all members of a social system, and 
will bring only beneficial results for adopters. 
Many predictions and projections about technologies such as color television, home 
video players, and mobile telephones have been made in order to inform and persuade 
decision makers, investors, and potential adopters. Klopfenstein's (1985), who analyzed 
forecasts for home video players, found that forecasters try to predict a number of variables 
surrounding new communications technologies including what types of future 
communication technologies and services will be available and when, how will they be used 
and by whom, what effect their widespread adoption will have on existing media 
technologies and services, which current and future communication technologies and services 
will offer investors the best opportunity for a return on their investment, and which 
communication products will be accepted and which will be rejected in the marketplace. 
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After predictions were made, the next issue that interests people is the accuracy of those 
predictions. Brody (1993) pointed out that predicting the development of technology is 
essential for people to assess the potential impacts of technology on society and to control the 
technology. These forecasts and analyses are actually developed from primary data and 
research, and these sources are available to and used by decision-makers in the industrie~ to 
decide the direction of innovations. However, many technological forecasts have been 
inaccurate. Klopfenstein's research findings showed that most of technological forecasts were 
overly optimistic in their predictions for market acceptance and applications. Earlier 
forecasting research done by Wise in 1976 also had the same result as Klopfenstein. He 
analyzed more than 1500 technological predictions that were made from 1890 to 1940 and 
compared the predictions with actual outcomes. He concluded that less than half of the 
predictions have been fulfilled or are in the process of fulfillment. 
This result is not surprising. Brody (1993) indicated that in order to develop something 
new and bring investment, developers must convince others of the bright prospects as well, 
so that innovation information released by developers are always embedded with many rosy, 
and sometimes unrealistic predictions. In addition, information from related businessmen and 
interested change agents is mostly identified as excessively optimistic. Even though these 
forecasts are not made to boost business, there is a "bandwagon phenomenon" within the 
industry. Generally speaking, the manufacturers are the first to make forecasts for their 
products. Once a forecast statement is made public, there is a tendency for company officials 
to repeat it whenever the opportunity arises. The trade press eventually accepts these 
statements and cites them; thus, the consensus is reinforced (Klopfenstein, 1985). Because 
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the origin of the forecasts is the manufacturers, the industry consensus tends to be optimistic. 
The bandwagon phenomenon even extends to media and audience. Klopfenstein emphasized 
this by pointing out that the trade press picks up on the more optimistic and even radical 
forecast statements to make more interesting reading. When everyone starts to believe these 
forecast statements, an informal consensus may develop. Fidler (1997) has the same 
observation. In an analysis of the future of communication technologies, he noted: 
The announcement of practically every major "discovery" or "breakthrough" in the past 
two centuries has been immediately followed by a deluge of wild speculation and 
hyperbole proclaiming the birth of a new era or a revolution in the making. So hungry 
are the media and their audiences for stories about the promise of things "new" that in 
recent years the hype has begun to precede and overshadow the formal announcement. 
Different from other forecasting research that focused on the accuracy of predictions, the 
interest in innovation predictions in this study is about the trend of predictions. Since the 
Hoopla Effect study found the tone of innovation coverage becomes more negative over time, 
the predictions made within the articles may be tempered as well. Bright (1973) found that 
forecasts made in the early stages of diffusion are more likely to be "blue sky'' simply 
because the limitations of the technology and its applications have yet to be seen. By the time 
an innovation enters the market, the forecasters will have a better idea of its applications. 
Another factor that will influence how predictions are made, as mentioned above, is their 
sources. If the sources of innovation information follow the pattern suggested by hypothesis 1 
in this study, the predictions they make would be varied depending on the positions and 
motives of each source over time. That is, innovation predictions made in the early stages of 
diffusion are optimistic because they come from inventors and business-related change 
agents. As more neutral or negative sources join the study of innovations in the later stages of 
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diffusion, the predictions they make may be more realistic. Building on the findings of 
studies concerning technological forecasting cited above and an interest to investigate the 
course of innovation predicting, a set of research questions is posted. 
Research question la: What is the subject of predictions about innovations? 
Research question 1 b: As the process of diffusion advances through its early stages, will 
predictions about innovations become more accurate? 
Research question le: Will predictions about innovations become less positive over 
time? 
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CHAPTER3.METHODOLOGY 
To test the hypotheses presented in the previous chapter, a content analysis was 
conducted of articles listed in the "e-commerce" section of nua.com from May 7, 1996, 
through December 18, 2001. Nua.com is an Irish-based online source for information on 
Internet demographics and trends. It is selected as a source of e-commerce articles in this 
study because it collected e-commerce related articles from various types of primary sources 
and from different countries for people to access for free. These sources include research 
firms, media, government, and so on. Besides, its database dated back to the time when e-
commerce started to take off in 1996, making it possible to analyze changes in articles across 
time. Even though other online sources also provide e-commerce articles, many of them are 
provided in the form of news coverage rather than primary sources, and some require access 
fees (e.g., research firms). 
The editorial policies of nua.com are objectivity, availability, and variety. The chief 
editor of nua.com pointed out that among the large number of articles received everyday, 
priority is given to: (1) non-propaganda sort of materials; (2) articles concerning regions and 
countries (e.g., Middle East countries) that have been rarely studied; and (3) articles with new 
and infrequently seen issues and common issues with new perspectives. However, these types 
of articles are not available everyday. Thus, articles with repeated issues and dealing with the 
same countries will inevitably be posted. 
After identifying eligible articles, which included all articles posted on nua.com 
mentioning e-commerce, each article was coded by the date that it was released by nua.com, 
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and then content-analyzed according to five variables that this study focuses on: source, 
issue, nation, tone and prediction. 
Source 
Source is the origin of the information. Spence (1994) identified four types of 
communication sources through which information normally passes from sender to receiver: 
(1) mass media, which refer to radio, the press, and television; (2) government, including 
officials and field officers from various areas such as agriculture, social work, and education; 
(3) commercial, which refers to salespeople, dealers and others whose main objectives are to 
promote business; and ( 4) informal, which includes all interpersonal channels. Based on this 
framework, the author generated a source classification framework that further developed 
Spence's four categories by separating education sources from government, and adding 
research firms and NGOs. This was done after examining 100 of the articles to see how they 
matched Spence's categories. Once the revised categories were created, they were then used 
for the entire coding procedure. "Informal" was dropped since it is not the focus of this study. 
Therefore, there are seven primary sources of innovation information identified in this 
study. Information provider indicates institutions that collect surveys and research reports 
from other sources and disseminate them to the public. Mass media and institutions that 
provide information service belong to this category. Research firm applies to institutions such 
as research companies and consulting firms that carry out original surveys and research for 
their clients or for themselves. Commercial source is profit-oriented company, including 
manufacturers, business related agents and associations (i.e., Association of Internet 
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providers). Academic source indicates university staff and faculties who originate research 
and studies. Official source refers to government sectors and government officials who 
announce government decisions and policy; governmental reports and publication are 
included. NGO means non-governmental organizations that were established to represent 
certain groups and topics. Unknown source is for articles that did not reveal any source or the 
source cannot be identified. 
Issue 
Issue is the focus of innovation information. To test hypothesis 2, the content of the 
articles was categorized into business/financial issue, online population and social issue. 
Business/financial issue indicates an issue related to business and financial aspects such as 
online revenues, sales, spending, purchase, profit, transactions, investment, products, 
services, market, and so on. Issues pertaining to industries that facilitate business, like the 
relevant technology (i.e., online payment systems), and management are included. Online 
population includes analyses of online populations including number, gender, age, and online 
behavior of online users. Social issue is issue pertaining to social and legal aspects such as 
online policy, privacy and security, cyber crime, impact on the public, and so on. Each article 
may have more than one issue. All issues mentioned in an article were coded. 
Nation 
Nation variable in this study refers to the geographic scope where e-commerce has been 
investigated. The nations studied in the articles were coded into two categories: (1) United 
States, Canada, Western Europe, Japan and, (2) Other countries. United States, Canada, 
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Western Europe, and Japan include the United States, Canada, Austria, Belgium, Denmark, 
Finland, France, German, Greece, Ireland, Italy, Luxembourg, Netherlands, Norway, 
Portugal, Spain, Sweden, United Kingdom, and Japan. Other countries indicate countries 
besides the countries listed above. 
Tone 
Tone is the degree to which the readers perceive the attitude ( e.g., favorable or 
unfavorable) of the source-of articles toward a certain object. Based on the methodology 
developed by Abbott and Eichmeier (1998), each article was rated positive, mainly positive, 
neutral, mainly negative or negative with respect to its tone about the development of e-
commerce in this study. Positive tone applies to articles that contain only positive statements 
and predictions using promoting terms about the innovation, including statements and 
statistics that indicate the growth of its development. On the contrary, negative tone indicates 
articles that have only negative statements, predictions, and terms about the innovation, 
including statements and statistics that indicate the decline and stagnancy of e-commerce 
development. Neutral tone means articles that contain only descriptive statements and have 
no evaluative ones. Mainly positive tone is articles that have more positive statements than 
those of negative ones. Mainly negative tone indicates articles that have more negative 
statements than those of positive ones. In order to compare the mean value of tone for each 
year, the degree of tone of each article was coded on a 1 to 5 scale, with 1 being "positive" 
and 5 being "negative." 
Prediction 
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Prediction is the statement made to forecast the future consequences concerning an 
object. To answer the research questions proposed in this study, all 1,134 e-commerce articles 
were inspected to see if they contained prediction statements. After the predictions were 
identified, they were recorded by chronological order and content analyzed. 
Before coding source, issue, nation, and tone, an inter-coder reliability test was 
conducted to ensure the reliability of the results. Inter-coder reliability indicates the level of 
agreement among independent coders who code the same content using the same coding 
instrument (Wimmer and Dominick, 2000). First, a codebook and 20 e-commerce articles 
from nua.com were provided to other two coders to do the test coding and then results were 
compared to the results of the main coder of this study. The score for each variable should be 
above 0.75. In the first test, reliability scores for all variables were above 0.75 except for the 
score oftone6. The codebook was revised to be more specific and clear, and then provided to 
the coders to do the coding of tone of another 20 articles. In the second test, the score for tone 
was 0.8, which was seen as acceptable. This study applied a formula proposed by Holsti 
(1969) as shown below to determine reliability. In this formula, M represents the agreement 
of two coders' coding decisions, and Nl, N2, and N3 are the total number of coding decisions 
made by the three coders. 
3M 
Reliability= ______ _ 
Nl +N2 +N3 
6 The scores of tone in the first test are Nl to N2= 0.65; Nl to N3= 0.6; N2 to N3= 0.7. 
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One-way ANOV A and Chi-Square tests were performed to analyze the data used to test 
the hypotheses proposed by this study. 
To answer research questions la through le, first, the predictions gathered from articles 
were recorded by the time they were made and classified into categories according to the 
subjects they were predicting. Second, to inspect the accuracy of the predictions, actual 
official performance data about e-commerce were collected to be a benchmark to compare 
with those predictions if the predictions were made in the time period that this study is able to 
track. Even though many research firms have reports of actual outcomes of e-commerce 
development that can be used to be references of identified predictions in this study, to 
pursue a single measurement and credibility, only e-commerce reports and statistics released 
by official sources from various countries were applied to compare with the predictions. 
Second, to see if predictions become less positive over time, predictions that were made 
about the same aspect of e-commerce were grouped and recorded by time series to see 
whether the predictive figures go up or down over time. 
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CHAPTER 4. RESULTS AND DISCUSSION 
There were 1,134 articles concerning e-commerce posted on nua.com from May 7, 1996 
through December 18, 2001. Table 2 shows the frequency of articles by year. 
Table 2. Distribution of e-commerce articles from 1996-2001 in nua.com 
Year Freguency Percentage 
1996 6 0.5% 
1997 72 6.3% 
1998 150 13.2% 
1999 255 22.5% 
2000 304 26.8% 
2001 347 30.6% 
Total 1134 100.0% 
Table 2 shows the number of research articles about e-commerce doubled from 1997 to 
1998, and again from 1998 to 1999. After that, the numbers have continued to increase 
slightly each year. 
Hypothesis 1: The sources of innovation information are mostly innovators and related 
business promoters in the early stages of diffusion of an innovation, as the process of 
diffusion advances through its early stages, other more neutral sources appear. 
The results (Table 3) show that research firms turned out to be the most frequent source 
of information throughout the period, rising from 56.9% to 69.7% of articles from 1997 to 
2001. The only dip occurred in 1998. This result may be explained by two reasons. First, 
research firms have assumed a major role in investigating innovations and thus produce a 
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large number of research reports. Just as Fidler (1997) noted: "A growing number of 
companies are becoming masters at leaking stories about speculative future products to 
evaluate market reactions and demand as well as to thwart potential competitors." Second, 
businesses may have presumed that they gain more credibility for prediction if they come 
through a research firm rather than the company itself. Thus, many companies, especially 
those without research departments, commissioned research firms to conduct research for 
them and thus made the percentage of research firm increase in the source distribution. 
Commercial sources were not the most frequent source in the early stages of diffusion as 
predicted although they did rank second in 1997. This source did decline over time as 
predicted, but the result was not statistically significant (see Table 4). 
Table 3. Source distribution 
Year Information Research Commercial Academic Official NGO Unknow 
Provider Firm Source Source Source n Source 
1996 (N) 6 
{%) 100% 
1997 (N) 9 41 22 
{%) 12.5% 56.9% 30.6% 
1998 (N) 47 69 24 1 5 3 1 
(%) 31.3% 46.0% 16.0% 0.7% 3.3% 2.0% 0.7% 
1999 (N) 36 157 34 7 18 3 0 
(%) 14.1% 61.6% 13.3% 2.7% 7.1% 1.2% 
2000 (N) 52 187 41 6 13 3 2 
{%) 17.1% 61.5% 13.5% 2.0% 4.3% 1.0% 0.7% 
2001 (N) 40 242 31 5 20 6 3 
(%} 11.5% 69.7% 8.9% 1.4% 5.8% 1.7% 0.9% 
Total (N) 184 702 152 19 56 15 6 
(%) 16.2% 61.9% 13.4% 1.7% 4.9% 1.3% 0.5% 
Academic, official, and NGO sources were grouped as "neutral sources" in this study 
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because they have no direct profit-related relationship with e-commerce. Table 4 shows 
neutral source articles did not appear until 1998 but significantly increased over time. This 
result is similar to the Hoopla Effect research finding that neutral sources tended to increase 
in the later stages of diffusion. 
Accordingly, since commercial sources do not show a significant decrease while the 
neutral source show a significant increase during the six years, hypothesis 1 is partially 
supported. 7 
Table 4. Distribution of commercial source and neutral source 
Year Commercial Source Neutral Source 
1996 (N) 0 0 
(%) 0.0% 0% 
1997 (N) 22 0 
(%) 30.6% 0% 
1998 (N) 24 9 
(%) 16.0% 6.0% 
1999 (N) 34 28 
(%) 13.3% 11.0% 
2000 (N) 41 22 
(%) 13.5% 7.3% 
2001 (N) 31 31 
(%) 8.9% 8.9% 
F value F=3.364 F=l5.774 
e value p=0.067 p=0.000 
H2: Innovation information tends to focus on business and financial issues in the early 
stages of diffusion, and the focus shifts to social issues as the process of diffusion 
advances through its early stages. 
7 Research firms can hardly classified into either commercial or neutral source since they conduct research for 
other companies and also conduct their own independent research. 
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The trend of "business/financial issues, "online population issues" and "social issues" 
over the six years were examined in this hypothesis. Table 5 shows that business/financial 
research issues are dominant throughout the six-year period with more than three times as 
many articles as either of the other two categories. This result may be related to the nature of 
e-commerce, which is more toward business aspects. Besides, e-commerce is still in its early 
stages of diffusion, so that the interest in its business and financial profitability will not 
decline until its market potential and business capacity are exploited. This result is in 
accordance with Bogart's observation in 1995: 
The revolutionary developments underway in communications have produced an 
enormous amount of discussion regarding their technical, financial and legal aspects but 
remarkably little discussion of their social implications. 
Fidler (1997) also pointed out that the fascination with new inventions and technological 
innovations has not been so much with the details of how the devices work as with the 
opportunities and benefits they might yield. 
Online population issues account for 15 .1 % of all articles; however, this issue 
consistently drew attention throughout 1996 to 2001. Online population issues have both 
business and social implications. More online populations may lead to more online business. 
However, the change of number, age, and gender of online populations may focus concern on 
social issues. 
The percentage of "social issues" climbed from 1996 to 1998 as a peak as predicted, but 
then declined over the last two years. This result shows some support for the prediction that 
research into social impacts would increase. They almost double between 1996 and 1998. 
However, they then decline. Data for 2002 and 2003 would be needed to indicate how long-
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term the decline might be. These results indicate that Hypothesis 2 is only partially supported. 
Table 5. Issue distribution8 
Year Busines-s/financiai Oniine population Sociai 
1996 (N) 5 1 1 
(%) 83.3% 16.7% 16.7% 
1997 (N) 67 9 14 
(%) 93.1% 12.5% 19.4% 
1998 (N) 141 23 46 
(%) 94.0% 15.3% 30.7% 
1999 (N) 229 49 67 
(%) 89.8% 19.2% 26.3% 
2000 (N) 277 48 74 
(%) 91.1% 15.8% 24.3% 
2001 (N) 316 41 59 
(%) 91.1% 11.8% 17.0% 
F value F=0.406 F=l .443 F=5.904 
p value p=0.524 p=0.230 p=0.015 
Hypothesis 3: Diffusion of innovation information focuses on the development of an 
innovation in United States, Canada, Western Europe, and Japan in the early stages of 
diffusion, while the focus will shift to the development of the innovation in other regions 
and countries as the process of diffusion advances through its early stages. 
Table 6 shows that over time research articles in general became more likely to name a 
particular country or region. Both naming of the United States/Canada/West Europe/Japan 
and other countries increased over time (1996 should not carry much weight since it contains 
only six cases). Articles naming the United States/Canada/West Europe/Japan increased 
significantly over time, while articles about other countries were found less than half as often 
8 Some articles contained more than one issue. All issues within an article were coded. 
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but still showed a slight but non-significant increase over time. 
This result reveals that six years after the innovation was launched, change agents still 
concentrate their effort on studying e-commerce development in the United 
States/Canada/Western Europe/Japan. By reviewing the articles, this study found that these 
frequently studied nations still have a large e-commerce market to be exploited since e-
commerce is in its early stages of diffusion9, especially West European nations since they 
reportedly lag behind the United States. This does not mean that the coverage concerning the 
United States decreased. The USA's high exposure came from re-invention of e-commerce. 
For example, while the focus of other countries was still on the revenues generated via e-
commerce on the Internet, the United States has been a leader in e-commerce generated 
through wireless devices such as mobile phones and Personal Digital Assistants (PDAs) (see 
Appendix B, the prediction made on July 10, 2001). 
Table 6. Distribution of articles investigate nations10 
Year USA, Canada, West Europe, & Japan Other Nations 
1996 66.7% 50.0% 
1997 36.1% 16.7% 
1998 54.0% 18.7% 
1999 58.4% 18.0% 
2000 63.5% 19.4% 
2001 66.9% 21.6% 
F value F=23.469 F=0.520 
p value p=0.000 p=0.471 
9 According to a report from a research firm Taylor Nelson Sofres (TNS), the proportion of Internet users 
making an online purchase by June 2002 was at 15 percent, which shows e-commerce is still in its early stages 
of diffusion. 
10 Some articles mentioned more than one nation. All nations in an article were coded. 
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Hypothesis 4: The tone of innovation articles is more positive in the early stages of 
diffusion, while the tone of innovation articles is more neutral and negative as the 
process of diffusion advances through its early stages. 
Table 7 shows the distribution of articles by tone for each year. Results show that the 
proportion of positive articles declined significantly over time. Overall, most articles 
remained positive or mainly positive. Figure 2 shows the mean score for tone by year 
(1 =positive; 2=mainly positive; 3=neutral; 4=mainly negative; 5=negative ). Contrary to the 
hypothesis that suggested articles in 2001 would be the most negative of all, articles in 1999 
have the most negative tone. Although the figure does not show a perfectly linear trend, there 
is a significant decrease in positive scores over time (p=.005). Therefore, hypothesis 4 is 
supported. 
Table 7. Tone of articles 
Year Positive Mainlr Positive Neutral Mainlr Negative Negative 
1996 (N) 5 1 
(%) 83 .3% 16.7% 
1997 (N) 38 10 7 11 6 
(%) 52.8% 13.9% 9.7% 15.3% 8.3% 
1998 (N) 67 29 21 21 12 
(%) 44.7% 19.3% 14.0% 14.0% 8.0% 
1999 (N) 96 56 25 33 45 
(%) 37.6% 22.0% 9.8% 12.9% 17.6% 
2000 (N) 106 105 23 38 32 
(%) 34.9% 34.5% 7.6% 12.5% 10.5% 
2001 (N) 131 78 33 47 58 
(%) 37.8% 22.5% 9.5% 13.5% 16.7% 
Total (N) 443 278 110 150 153 
(%) 39.1% 24.5% 9.7% 13.2% 13.5% 
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The reasons that the articles in 1999 have the most negative tone can be attributed to a 
few reasons by reviewing the articles. First, more and more problems with e-commerce 
appeared. The most-mentioned problem is online security. More and more credit card frauds 
and dispute transactions ( e.g., unordered goods, late delivery, additional charges, etc.) deter 
consumers from purchasing online, and many are unwilling to reveal their personal 
information. Besides, insufficient infrastructure customer service resulted in disappointed 
online shoppers. The common problems reported included lack of a refund and return policy, 
and shortage of product and stock. Furthermore, failure to implement legislation and chaotic 
taxation measurement is a general problem in many countries. 
The second reason that caused the tone of articles go down in 1999 comes from the 
competition among companies and nations resulting in uneven e-commerce development. 
Because e-commerce was promoted heavily as the wave of the future, more and more 
companies tossed money to this area without establishing a clear management policy or 
marketing strategies. They got knocked out by stronger competitors in this stage. In Western 
Europe, the biggest threat to the local market is its American counterpart. Western European 
countries fell behind America in development of e-commerce sites to fulfill local market 
demand, so consumers turned to American Websites. At the same time, countries other than 
the US, Canada, West Europe, and Japan started to develop e-commerce and encountered 
several difficulties. Another common problem came from poor infrastructure such as low 
computer and Internet penetration, lack of a payment system ( e.g., low penetration of credit 
cards), and high telecommunications cost. In addition, some countries have unfavorable 
conditions to develop e-commerce such as political and economic instability, remote 
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geographical location, and poor industry structure. This shows innovation information 
reflects the actual development and marketing response of innovations. Thus, this study can 
only suggest a general pattern that the tone of innovation information will be less positive 
over time, and the curve of the tone may fluctuate depending on the development of the 
individual innovation. 
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Figure 3: Mean of tone (F=3.708, p=.005) 
The Results of Research Question 1 a through 1 c will be presented in the next chapter 
because a different analysis method was applied to answer this set of research questions. 
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CHAPTER 5: ANAYLSIS OF PREDICTIONS 
Three research questions examine predictions made about e-commerce in terms of 
subject area, accuracy, and change over time. To answer the research questions, every 
prediction contained in the 1,134 articles was identified and recorded by date for further 
inspection. Among 1,134 articles, 369 contained at least one prediction about e-commerce. 
There were 994 total prediction statements identified (see Appendix B). 
Research question la: What is the subject of predictions about innovations? 
To investigate what subjects were most commonly the focus for predictions, the 994 
predictions were content analyzed. The result shows that these predictions can be classified 
into six categories: e-commerce revenues, online population, online transaction, e-commerce 
infrastructure, e-commerce application, and social impact. Table 8 shows the frequency for 
each category. 
Table 8. Classification and Frequency of Predictions 
Prediction 
E-commerce revenues 
Online population 
Online transactions 
E-commerce infrastructure 
E-commerce application 
Social impact 
Total 
Frequency 
698 
177 
43 
37 
28 
11 
994 
Predictions were both quantitative and qualitative. Quantitative predictions are those 
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that contain specific figures such as value of e-commerce, volume of online transactions, and 
number of people online. Qualitative predictions include only descriptive statements of what 
possible consequences and impacts e-commerce may have. 
Quantitative predictions 
Almost every quantitative prediction predicted that e-commerce would keep growing. 
That is, nearly all quantitative predictions optimistically indicated e-commerce and e-
commerce related industry would keep growing over time in terms of the revenues e-
commerce might bring, the number of people who would conduct e-commerce, the 
investment e-commerce would draw, and so on. Some of the predictions were made based on 
the current growth rate of e-commerce, and some were made from market surveys, while the 
others did not mention where the predictions came from. 
E-commerce revenues. This category, which indicates revenues that would be generated 
by e-commerce, accounts for the largest proportion of all the predictions. It includes business-
to-business revenues, business-to-consumer revenues, online sales, and the value of goods 
and services sold via the Internet. Almost all of this type of predictions predicted that e-
commerce and e-commerce related business revenues would keep going up. The collective e-
commerce revenues were the focus of this type of prediction throughout the period of time; 
however, predictions about revenues generated by specific items ( e.g., travel, music, 
computer appliance, etc.) started to appear more frequently in the later years of the study. 
Online population. Predictions made concerning the number of people online constitute 
the second largest portion of quantitative predictions. They contain the number, age, gender, 
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and region of people or the number and type of business that would have access to the 
Internet, and shop via the Internet by a certain year. All online population predictions 
throughout the six years forecast that the number of people or households with Web access 
device (e.g., computer, mobile phone, Web TV, PDA, etc.) would keep increasing over time. 
Some of the predictions were followed by business implications stating that more and more 
online population would create more e-commerce revenues. 
Online transactions. Different from e-commerce revenue predictions that focused on 
profits that would be brought by e-commerce, predictions about online transactions indicate 
the amount of money that will be transacted electronically via the Internet, mobile phones and 
other electronic devices. All online transaction predictions forecast that the volume of online 
transactions would keep growing. 
Infrastructure. Predictions about this item contain the investment, technology, goods, 
human resources, and so on that will be needed and spent to build and boost e-commerce. All 
infrastructure predictions indicated that the resources used to build or improve e-commerce 
industry would go up. 
Application. This type of prediction focused on specific business areas such as car 
purchases, insurance, mortgages, and grocery shopping. Even though these predictions were 
infrequent, they predicted that each area would keep flourishing. 
Qualitative predictions 
Qualitative predictions do not contain specific figures, but only descriptive statements 
about what social issues and impacts e-commerce may bring, such as concerns over online 
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privacy and environmental pollution. Rogers (1995) pointed out that diffusion itself is a kind 
of social change resulting from inventing, diffusing, and adopting or rejecting innovations. 
However, within six years, there were only 11 social impact predictions, only one percent of 
the total. This result reveals reported research places heavy emphasis on economic aspects, 
and a few on technological and managerial parts, while political, social, cultural, intellectual, 
religious-ethical, and ecological aspects are almost absent from innovation predictions. The 
tone of social impact predictions is less positive than quantitative predictions and sometimes 
even had a negative perspective toward e-commerce. 
The huge number of quantitative predictions may come from the need of decision 
makers and business promoters to attract potential adopters. Besides, quantitative predictions 
can be made based on a few methodologies such as a market survey once the innovation is 
introduced into the market. On the contrary, businessmen and investors are not as interested 
in the social impacts that an innovation might cause as they are in the benefit and profitability 
it would bring. Furthermore, the social factors are certainly more difficult to predict than 
those related to the innovations' features. Just as Rogers (1995) indicated, "No one has ever 
succeeded in anticipating all of the possible outcomes or in controlling the effect of new 
information technologies upon social systems." The social change and impacts caused by 
diffusion of innovations are not always easy to anticipate or predict. For example, a social 
impact prediction stated, " The surge of females online is likely to challenge the 
predominantly male conceptions of the online market." Another example of social impact 
prediction asserted, "Purchasing books online may cause more damage such as paper 
wasting, fuel emissions, to the environment than visiting a bricks-and-mortar bookstore." In 
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both predictions, no specific numbers are attached to the prediction. 
Research question lb: As the process of diffusion advances through its early stages, will 
predictions about innovations become more accurate? 
To investigate the accuracy of predictions, predictions with specific statistics were 
compared to the actual outcomes of e-commerce to check accuracy. However, the data 
released by official sources often does not match the specific e-commerce predictions. 
Besides, predictions made pertaining to foreign countries were difficult to verify. Thus, this 
study could only check a small portion of the predictions. Table 9 shows the comparison of 
predictions and actual outcomes that could be matched. 
Table 9. Comparison of e-commerce predictions and actual outcomes11 
Date 
9/16/97 
Prediction 
By 2001, there will be 4.67 million people online in Australia 
(IDC). 
10/21/98 Ecommerce in Korea is expected to generate in the region of 
USD5 billion by 2001 (IBM). 
Actual outcome 
Over 6.9 million 
32.28 billion 
4/14/99 In the US, computer and electronics industry will generate 25 .2 billion 
USD50.4 billion in domestic online sales this year (Unknown). 
8/30/99 Ecommerce in the UK is expected to generate over USD15 83.485 billion 
billion by the end of2000 (NOP Research Group). 
9/22/99 Online sales are expected to reach USD53.8 billion by the end 182.506 billion 
of this year in the US (JC Williams Group). 
11 The institution that follows each prediction is its source. All sources are research firms except for IBM, which 
is a commercial source. 
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Table 9 continues ... 
9/22/99 Online sales are expected to reach USD 1.14 billion in Canada 4.4 billion, 
by the end of 1999 (JC Williams Group). 
9/29/99 Online retail sales are expected to top USD20.2 billion by the 15 billion 
end of 1999 in the US (Forrester Research). 
9/20/00 Online revenues are expected to reach ECU0.2 billion 1.5 billion 
(USD0.17 billion) in 2000 in Denmark (Jupiter 
Communications). 
9/27 /00 In the US, PC-based sales will total USD45 billion in 2000 18.113 billion 
(Forrester Research). 
10/19/00 Yankee Group predicts online sales to reach USD9 billion in 9.459 billion 
the fourth quarter of this year, while Jupiter Communications 
predicts that USDl 1.6 billion will be spent online over the 
holiday season in the US. 
11/22/00 The total ecommerce retail sales for 2000 will reach up to 28.885 billion 
USD33.9 billion in the US (BizRate.com). 
1/10/01 Internet sales will be worth USD65.9 billion in 2001 in the US 35.916 billion 
( eMarketer). 
1/10/01 Sales for the first quarter of 2001 will reach USD13.5 billion 
in the US (eMarketer). 
1/10/01 Sales are expected to grow by 12 percent from Ql to Q2 this 
year in the US (eMarketer). 
8.256 billion 
-0.12% 
1/10/01 Sales for the third quarter of this year are expected to reach 11.178 billion 
USD 1 7 .2 billion, rising to USD20 .1 billion in the fourth quarter 
in the US (eMarketer). 
Source: U.S. Census Bureau (2002), Statistics Canada (2000), Statistics Denmark (2001), 
NCA & MIC (2000), OECD (2000). 
The results of the comparison support previous studies that found the technological 
predictions are always not accurate. However, Table 9 reveals a pattern of predictions over 
time: (1) the predictions made in the early stages of diffusion tend to be far lower than actual 
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outcomes; (2) predictions made in the middle period of the six years were close to the 
number announced by official sources; (3) predictions made in the later stages of diffusion 
were substantially higher than the actual outcomes. This result is opposite to the premise of 
the research question and the findings of previous studies cited in chapter 2 that suggested 
technological predictions would decline from overly optimistic in the early stages of diffusion 
to realistic over time. 
The possible explanation for this phenomenon is that predictions made in the early 
period of time tended to be conservative about the development of e-commerce for lack of 
experience with it. Besides, the change agents did not want to be blamed for hyping this 
innovation. As time goes by with the development of e-commerce exceeding forecasters' 
initial expectations, they became overly confident on e-commerce, and the predictions 
became overly positive without considering the possibility that unforeseen events may 
frustrate the development of e-commerce. For example, predictions made about e-commerce 
performance after February 2001 were overly optimistic since forecasters did not anticipate 
the economic downturn in February 2001. 
Research question le: Will predictions about innovations become less positive over 
time? 
To find out if predictions about the same innovations made at later stages of diffusion 
are less optimistic than those made in early stages, predictions about the same subject that 
were made at different times were grouped to study the trends over time. There are 21 sets of 
predictions about similar topics in this study (see Appendix C). These sets of predictions 
47 
were either from online revenues or from online population predictions. The results show that 
among 21 cases, nine sets of predictions show an actual decline over time, five sets of 
predictions went upward over time, and the figures in the rest of the cases show no pattern. 
Among the nine sets of cases showing a decline, two sets of predictions include a time 
period of only five days, and another two sets were made within two months. Thus, the 
decline in their figures in the same time period must have been caused by different prediction 
methodologies or interpretations applied by different research sources. The remaining cases 
do appear to show an actual decline in projected growth over time. Such a decline would fit 
with Hoopla Effect predictions. However, there are still four cases of predictions that are 
increasingly positive over time, which do not support Hoopla Effect predictions. Thus, it is 
difficult to conclude if predictions about innovations become less positive over time since 
only a few similar predictions were found. 
Even though the lack of cases makes it difficult to draw conclusions, what data there 
suggest that predictions from the same sources become less positive over time. For instance, 
three sets of predictions were made by International Data Corporation (IDC), and all of them 
showed a decline over time. A second conclusion is that certain research firms tend to make 
higher predictions than others. The prediction figures from IDC, for example, are found to be 
the highest among other sources across different predictions regardless of the time period 
when the predictions were made. Third, predictions from commercial sources tend to be more 
positive than those from other sources. For example, consider the set of predictions about US 
online e-commerce retails in 1998 (see Appendix C). There was one commercial source and 
one research firm predicting this item, but the figure from the commercial source (Shop.org) 
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is 67% higher than that from the research firm (Forrester Research), although both 
predictions were made about the same time (November 20, 1998 and November 25, 1998). 
Thus, it can be seen that the source is an important element to investigate when doing 
research concerning innovation predictions. 
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CHAPTER 6. CONCLUSIONS 
This study builds from the premise that information plays an important role in the 
process of diffusion of innovations, and uses the Hoopla Effect research as a framework. It 
was expected that information in the form of research reports about an innovation would 
follow a pattern that begins with overly optimistic predictions by self-interested sources and 
then becomes less positive over time as additional more neutral sources conduct research and 
indirect unexpected impacts are found. An analysis of research predictions made about e-
commerce was used to test theoretical expectations. 
The main contribution of this study is it studies information concerning innovations in 
the early stages of diffusion and a possible path they may follow as innovations keep 
spreading within a social system or across social systems. Generally speaking, innovation 
information is expected to be more diverse in the later stages than it is in early stages of 
diffusion as more and more different change agents with various interests in the innovation 
begin to provide information. 
Besides a general pattern of innovation information, there are four major findings in this 
study: 
1. Research firms and consulting companies have become major providers of innovation 
information instead of businesses that were found as the main provider in the 1960s. This 
is an important finding and may mean that older conceptualizations about providers of 
innovation information need to be re-thought. Consider the diffusion model developed by 
Coughenour (1968), for example. In this model, he anticipated that mass media, extension 
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services, sales organizations and other groups would be the major channels in moving 
research-based information from primary sources to the public. This study suggests that 
research and consulting firms now should be shown to play a major role linking research-
based predictions with publics. With the advent of the World Wide Web, these predictions 
in some cases may bypass mass media and interpersonal channels, or use them in a 
supplementary role. 
2. Research-based information about e-commerce is very heavily oriented toward economic 
and financial predictions. This was true in the beginning and continues to be true six 
years after the launch of e-commerce. Although concerns about social impacts of e-
commerce have increased significantly over the six-year period, they still constitute only a 
tiny portion of the overall research reports. Therefore, innovators are probably still relying 
heavily on financial and economic data for their decisions about this innovation. 
3. The tone of innovation information did become less positive over time, as predicted by 
the Hoopla Effect research. However, the decline curve did not present a perfect straight 
linear trend but fluctuated somewhat depending upon the internal (e.g., re-invention) or 
external factors (e.g., economic environment) from year to year. 
4. The expectation that initial predictions would be the most optimistic and would be 
tempered over time was not supported. Many of the early predictions underestimated the 
growth of e-commerce and then overstated it as uncertainty about the innovation was 
reduced and the growth of e-commerce exceeded their anticipations in the later stages of 
diffusion. Predictions that followed the early period became very optimistic, and thus did 
not take into account the economic recession that began in February, 2001, by when the 
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high-tech sector collapsed. 
Limitations and suggestions to future study 
There are a few limitations for this study. 
First, there are no unified definitions of e-commerce related terms. This made it hard to 
identify the terms that the articles were referring to and increased the difficulty to compare 
and group the same items when doing prediction analysis. Currently, e-commerce estimates 
come from a number of private sources and official statistical offices. Not only are their 
definitions different, but the methodologies are often not comparable. This is also a major 
issue for international institutions when gathering e-commerce data. An e-commerce statistics 
report from OECD (2000) pointed out that due to the lack of an internationally-agreed 
definition of what e-commerce is, it is difficult to compare estimates of its size, breakdown 
and growth. For example, e-commerce revenues may be based upon online revenues or the 
Internet economy, and online spending may be based upon online sales or online shopping. 
However, because the sources did not specify the definition for each term they used, this 
study can only group and compare the same terms in the analysis. 
Second, some of the articles did not specify the geography they looked into that might 
influence the result of the third hypothesis in this study. Among 1, 134 articles, there are 313 
that cannot be classified into the US/Canada/Western Europe/Japan nor other countries. Some 
may contend that those articles can be considered referring to global e-commerce and put 
them into both categories since sometimes it is difficult to clarify the country border in cyber 
space. However, this study did not code those articles into any category. 
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The third limitation is that the actual e-commerce statistics provided by the official 
sources in many cases do not match the various and large number of predictions made on 
nua.com. Take the US Census Bureau for example. It started to produce its own e-commerce 
statistics from the fourth quarter of 1999 and only covered a few items such as retail e-
commerce sales, revenues of a few selected service industries, merchant wholesale trade, and 
so on, while the predictions within the articles encompass a broad and miscellaneous scope 
concerning e-commerce including the population that conducts e-commerce, the number of 
online transactions, online auction, online music sales, online travel industry, and so on. In 
fact, many countries still have not built their own e-commerce statistics databases and even a 
few international official statistics bureaus (e.g., OECD and EU) use data provided by 
research firms. 
The findings of this study also provide a few suggestions for future studies. First, the 
role and position of research firms in diffusing the technology innovations will be a 
worthwhile topic since it has gradually become a major source of innovation information. 
Second, just as mentioned above, how communication technologies change people's 
information-seeking behavior would be an interesting area within diffusion research. Third, 
to investigate the trend of predicting innovations, one may collect the predictions from a 
single source over time to avoid discrepancies caused by different methodologies and 
measurements. Fourth, since e-commerce includes three different sectors (business to 
business, business to consumer, and consumer to consumer), which may show different 
patterns, a future study may specifically look into each sector and its research-based 
information predictions/reports rather than a general investigation of e-commerce. Finally, a 
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future study may complete the whole pattern of innovation information since this study 
focuses only on the early stages of diffusion. 
Appendix A: Codebook 
Variable NamelCode Definition 
ID number 10001-1134 ID number that has been put in the up-left comer of every article. 
Date I Year/Month/Day The published date of each article. For example, an article that is publishes in May 31 , 
1997, should be coded as 970531 . 
Source 
(See Source 
Index for 
reference) 
Note: 
1 =Information provider !Institutions that collect articles and research reports from other sources and disseminate 
them to the public. Mass media and institutions that provide information service belong to 
, ... ............... ......••......... ... .. ...................... ............ ... ............ 1t.his ... cate.go.ry ...................................... .. ...................................... ... ............. ............................................ ................................... .... .. .. .. ................................. .. ......... ... ............. ... . 
2=Research firm Institutions such as research companies and consulting firms that carry out original 
1································ ·· ················ .................... .. .......... l~.~~.~r.~.h .. ~P.:Q.XyP.9..TT.XY.~µJ.t~J.9 .. .thY .. .Pµl?.U~.:.. ... . . ............................................ . ............................................ .. ............. . 
3=Commercial Profit-oriented and non-research companies, including business related industry and 
associations which were established to promote the business (i .e., Association of Internet 
......................... .. .. .... ........... .. ... .. ............... .. .. .. .. . ............ P~?.Y..~.~~T~.2-:. ............................. ............ .... ... ................ ..... ...... ... .............................. ... ....... .................... .. ... ....................... .. . ... ............................................. ··························· I 
4=Academic source University staff and faculties. ·s·;;;;·o1rtaar~io"iirc·e···· ············ ··········· co·v·emnieii"f secioii"ancf iio.veinmeiif o"trtcfa1s":···· ······················· ···  ··············· ··· ············· ··········· · ···············  ········· 
·6;;Nno-··· ·······--···· ··· ·····  ························ Non~·go·veinmeiifar organizatioiis·:·································  · ··· ········ ·········· ··············· ······················ ·······  ·· · ················ ···········--· 
7;;urikriown·············  ······························  Source·ii."thaf cariiiof b"e".ideritified·"a"s···anf iiistifiition··aho"ve·: ················· ····· ·············· ··················· · ·· ······· · ······················ 
1. Each article only allows one source. Code the original source of each article. If no source is listed in the article, use the source 
listed prior the headline of the article. 
2. Examples of how to code source: 
(1) An article which is published by Wall Street Journal but mentioned in the content "according to a report from Jupiter 
Research ... " In this case, it is Jupiter Research that should be coded, not Wall Street Journal. 
(2) An article published by £-Commerce Times but cited a lot from CEO of IBM, then it is IBM should be coded as source of this 
article rather than £-Commerce Times . However, if the article cited small portion from a source or more than one source, the 
source that has been listed prior the headline of the article should be coded. 
(3) If more than one type of source is mentioned, judge which one has the possibility to conduct the survey or do the research, not 
published it or sponsored it. For example, "University of Texas and Cisco System conducted a survey . . . " in this case, 
University of Texas should b_e coded. If the sources are research firm and corporation, research firm should be coded. 
Issue 
Note: 
Business/financial issue !Issues related to business and financial aspects such as revenues, sales, spending, 
purchase, profit, transactions, investment, products, services, market, etc. Issues pertaining 
to industries that facilitate business, such as the relevant technology (i.e., online payment 
1·························· ·························· ·························r§y~J~m.~.), ... ~n.d. .. m.~P.~g~m~.P.t ... ~r.~ .. iP.G.lµd..~d..'. ...................................................................... .......... .. .................... .. ............ .. .. ... ........................ .. .. .............. . 
Online population Issues that pertain to online population analyses which can be both business and non-
,.S~d;1··· ·····  ........ ····························· 1t!~~:r~~;£!~t~:;~~~~·1rttri~n~~i{~:~~f :t~tg!~~:t::~~1t;,0;:IJ :ii~l:::~ritY, ..........  
imQact on the public, etc. 
Each article may have more than one issue. All issues should be coded. 
Nation !United States United States, Canada, Austria, Belgium, Denmark, Finland, France, German, Greece, 
Canada Ireland, Italy, Luxembourg, Netherlands, Norway, Portugal, Spain, Sweden, and United 
Western Europe Kingdom, and Japan. 
Japan Other.iiatioiis· ........... ..... ····· ······· ········-tcourifrie·s·besides··me·"c:<5iirifries··abov·e·:······ ................... .. ............................................. ············ ·························· ··························· 
Note: 
1. Each article may have more than one nation. All nations should be coded 
2. Terms that imply a certain country should be coded as that country even though the source did not explicitly point out the country 
and area it focuses in the article. For example, if a statement like "American Bank Association found that online transaction is 
growing by 15 percent. .. " appears, this article should be coded as America under "Nation and area" variable. 
3. "Europe" should be coded as "Western Europe", even though the source did not point out either Western Europe or Eastern Europe 
in the article. 
4. If an article did not explicitly mention about region or area, but the number of country (i.e., 20 countries in the world ... ) it 
mentions is over 19, the article should be coded both "the United States, Canada, Western Europe, and Japan" and "Others". 
Vl 
Vl 
Tone 
Note: 
1 =Positive IAll positive statements, predictions and promoting terms about the innovation, including 
, ............ .............................. ...................................... ......... s.tatements .. .and .. s.tatis.ti.cs .. .that . .indic.a.te ... the ... gro.wth . .of .its .. .dev.elopm.ent... .............................. .. .............. ............. .. .. ........... . 
.2.=Mai.nl.y.po.s.i.tiv.e. ............................. P.ositiv.e. .. .s.ta..te.me..nts .. .that .. h.a.v~ .. .be.e.n...pu.t..mor.e. .. .than .. th.o.s.e .. .o.f..ne.ga..tiv.e. .. on..e.s., ............. ... ........................ ...... ... ... .. ....... . 
.3.=N~µtnd ......................................... ............ No ... ~Y.a.J11~ti.Y~ ... ~t.~t.~m~nt~.-...................... .................... ............ .. .............. ...... ........ .................................... .... ......... .. ..... ...... .. ............................. ......... ................ ........ ... . 
. 4.=.M.~:i.P.JY..P:~g~t.i.Y~.... . ......... N.~g~J~Y.~ ... ~.t.~J~m~.P.:t.~ ... t.h~t. .. h~Y.~ ..1?..~~P:.P.:tl.t..m9.r.~ .. .t.h.~P.: .. th9..~~ ... 9...f P.9..~.wY.~ .. .9P:~.~.:........................ . 
5=Negative All negative statements, predictions, and terms (e.g., but, only, etc.) about the innovation, 
including statements and statistics that indicate the decline and stagnancy of its 
development. 
1. Each article only allows one code of tone. 
2. Examples of how to decide the tone of each article: 
(1) Online revenue is growing by more than 80 percent per quarter. Positive 
(2) But just 15 percent ofrespondents said they actually bought anything online. Negative 
(3) The futu~e 2f elect~~!lic commerce hinges on the ability to make the process simple and safe. Neutral 
Prediction 11 =Yes 1 =Articles contained with prediction or predictions. 2;;No.... .. ... .............. .. .. ....................... .. ..... ···· n;;Articles···corifairied .. with'·no ...... 'redidiori·: ..... ··········  .... · · ·· ................ ........ ........ ................................. ...... ........ .. ............................................. .. .. . 
~-----~---------___._ ___________ _..,_ _________ ____________ __.Ul 
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Appendix B: Predictions 
Online revenue 
Date Prediction 
11/7/96 1. Online revenue will exceed USD300 million this year. 
2. Online revenue will reach USD5 billion by the year 2000. 
12/1/96 1. Internet economy will approach USD200bn in the year 2000. 
2. B2B ecommerce in the US alone will represent USD66bn in Internet revenues by 2000. 
2/26/97 The value of goods and services sold via the Internet is expected to reach anywhere from USD 175 billion to USD200 billion 
by 2000. 
4/10/97 Net sales in 1997 will exceed projected USD13.3 billion. 
5/9/97 1. The volume of online commerce will grow more than sixfold during the next five years, swelling to USD 1.5 trillion. 
2. Online sales will account for 2 percent of global GDP by 2002, and reach as high among the 25 most developed 
economies 
6/16/97 1. One out of every USD 14 in insurance premiums will be generated online in five years. 
2. Insurance sold over the Web and other online means will total USD 1.1 billion by 2001. 
7/7/97 1. Web-generated revenues at commercial websites are forecast to reach USD24.4 billion in 1997. 
2. Overall movement to online commerce may well bring Net-generated revenues to USDl Trillion by the year 2001. 
7/22/97 By the year 2000, 2 percent of global GDP will be through Net-assisted sales. 
7/23/97 1. The total value of goods and services traded between companies over the Internet will reach USD327 billion in the year 
2002. 
2. Total Internet business-to-business trade will reach USD8 billion this year, a 1000 percent rise from 1996. 
3. Durable goods makers, chiefly in electronics and airplane parts, will bring USD3 billion, representing 38 percent of all 
Internet business trade this year. 
4. Middlemen will generate USD2 billion in Internet-based resales. 
5. Other industry sectors including utilities, transportation, and services will make up USD3 billion of fourth channel trade 
this year. 
6. Services, which includes software, will reach USD 1 billion by year-end. 
7. Transportation will not exceed USD30 million in Internet sales. 
7/23/97 Ecommerce is expected to increase from USD2.6 billion in 1996 to more than USD220 billion in 2001. 
Vl 
--....) 
7/31/97 
8/7/97 
8/14/97 
8/26/97 
9/12/97 
9/25/97 
10/8/97 
10/29/97 
11/4/97 
11/24/97 
11/28/97 
12/3/97 
12/3/97 
1. Internet as a key to drive the consumer interactive media market to over USD46.5bn in the US within the next 10 years. 
2. Predicted figures in the US by 2007 include: ecommerce USD 11. 7bn; Internet advertising USD6.6bn; Internet access 
USD12.7bn. 
Electronic commerce in Europe alone is expected to reach a value of US26 billion by 2001. 
1. Online ad revenues for 1997 are expected to reach a value of US3 billion 
2. Direct marketing deals are expected to reach only US86 million. 
3. By 2002, "intermercials" and sponsors of content areas will comprise half of online ad spending while local ad spending, 
mostly classifieds, will account for 54 percent of spending. 
4. 1997 banner ads will comprise 80 percent of all online ad spending. 
Online trading will generate USD2.2 billion in commissions by 2001. 
Internet commerce is set to soar from a value ofUSD8 million at the moment (1997) to USD327 billion in five years time 
The value of goods & services trading on the Internet, which stands at USD8 billion this year, will reach USD327 billion by 
2002. 
Product and service sales account for 85 percent of all website revenue and sales are expected to reach USD13.3 billion 
during 1997 
1. Singapore is expected to make as much as USD800 million in revenue from ecommerce by 2001. 
2. Malaysia is expected to generate USD 1 billion in revenue. 
3. Thailand is expected to generate USD200 million. 
4. Philippines and Indonesia are expected to generate just short ofUSD200 million. 
1. The annual growth rate for Internet-related services will grow from USD8.5 billion last year to USD19 billion by 2001. 
2. Spending on cable systems, DBS and wireless cable will increase at an average of 10.1 percent per year resulting in 
USD55.4 billion in spending by 2001. 
Cisco's online revenue is expected to value USD20 billion by 2000. 
1. At least USD750 million will be spent online this season. 
2. The figure above does not include sales cars and real estate which would push the figure closer to USD2.4 billion for the 
year 
3. Jupiter Communications has predicted that USDl .1 billion will be spent online in goods and services. 
4. Ernst & Young estimate that sales will reach USD220. 
1. Spending on the Web will jump from USD2.6 million in 1996 to more than USD200 billion during 2001. 
2. Jupiter Communications has predicted that Web-based ads will grow from USD392 million last year to USD480 million 
this year 
Spending on national media by advertisers will increase by 7 percent from USD54.9 billion to USD58.6 billion in 1998. 
Vl 
00 
12/11/97 
2/3/98 
3/27/98 
4/1/98 
4/7/98 
4/8/98 
4/23/98 
4/28/98 
4/29/98 
5/12/98 
5/20/98 
5/20/98 
6/29/98 
7/8/98 
Purchases made on the Internet will account for 44 percent of this season's purchases which total USD2.6 billion. 
Online classifieds revenue USDl.5 billion by 2002 while Jupiter predict USDl.9 billion will be made. 
1. Trading in goods and services online will revenue USD434 billion by the year 2002. 
2. Consumer purchases are expected to reach USD94 billion by 2002. 
1. Online shopping, training, education and games companies in Europe will earn USD5.3 billion in 2002. 
2. Online shopping will be worth USD5.1 billion in 2002. 
3. Games revenue will rise from USD13 million in 1997 to USD134 million in 2002. 
4. Training and education revenue will go from USD5 million to USD67 million. 
5. Advertising will see 278 percent growth by the end of this year. 
6. Shopping will see 253 percent growth. 
7. Games will see 1 77 percent growth. 
8. Training and education will see 131 percent growth by the end of 1998. 
Ecommerce stakes could possibly reach USD 1 trillion per year by 2000, compared to the USD365 billion suggested by the 
government. 
1. Revenues generated on the Internet will be in excess ofUSDl.2 trillion by the year 2002. 
2. Revenue in 1998 is expected to reach USD7 5 billion, double the total revenue of 1997. 
1. The growth rate of ecommerce in Egypt is expected to be 1000 percent in the next 12 months. 
2. Multinationals (Arab World) expect revenue from ecommerce to grow by 100 percent in the next 12 months. 
1. Travel industry will account for 35 percent of all online sales by the year 2002. 
2. Books and insurance are expected to account for 10 percent and 9 percent respectively. 
3. Music and clothes are expected to account for 8 percent and 7 percent respectively. 
4. Hardware and software are expected to account for 5 percent and 10 percent of the year 2002 market respectively. 
Online software sales will hit USD2.3 billion by '02, once digital subscriber lines and cable modems are more readily 
available. 
Spending on information technology would grow to USD5 trillion by 2010. 
1. Consumers will spend USD26 billion shopping on the Web by 2002, representing a 14 fold increase on last years figures. 
2. Business-to-business sector will account for USD268 billion, the majority of revenue through to 2002. 
1. Market for commerce software in the US will grow from a value ofUSD121 in 1997 to USD3.8 billion by 2002. 
2. Worldwide revenue for commerce software will total USD4.9 billion by the start of the next century. 
Home shoppers will spend USD 54 million online by the year 2002. 
1. E-commerce revenues projected to grow from AD127.3 million last year to AD16 billion in 2002 in Australia. 
2. The individual online shopper in the business, education and government sectors will increase spending to AD7,600 by 
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2002. 
By 2002 Germany e-commerce will have revenues ofUSD782 million, USD674 million, USD216 million, and USDl 74 
million in online airtravel, book, music, and software sales respectively. 
1. Spending on Internet technology in Europe will increase from USD32 million this year to USD425 million by the year 
2000. 
2. Revenue from e-commerce will reach USD425 billion by 2002 in Europe. 
3. 79 percent of e-commerce revenue will be generated from business to business proceedings. 
Online sales of software packages are estimated to reach USD5.9 billion by 2001. 
The sale of groceries online is predicted to generate USD 10.8 billion by 2003, this will still only account for 2 percent of the 
whole grocery market. 
1. The travel industry will generate USD20.7 billion in 2001. 
2. The revenue from the online travel industry will further increase to USD29.5 billion by 2003. 
I 
3. Travel industry would account for 35 percent of all online sales by the year 2002. 
E-commerce will generate revenue in excess of USD 610 million by 2001 in Ireland. 
Ecommerce in Korea is expected to generate in the region of USD5 billion by 2001. 
The global ecommerce industry will generate in excess of USD 1 trillion by 2002. 
Australia is expected to generate USD4.97 billion in ecommerce by 2002. 
1. Projections for ecommerce for the year 2002 from Forrester and Jupiter currently range between USD200 to USD300 
billion. 
2. Online commerce would generate USDl.5 trillion of US GDP by 2002. 
Ecommerce revenue in Europe will surge to over USD8 billion by 2004. 
The 1998 holiday season will generate online revenue in excess ofUSD2.3 billion. 
On average, the online consumer will purchase USD 270 worth of holiday goods over the Internet this year, representing 27 
percent of their total gift budget. 
1. Internet music sales will generate USD3 .3 billion worldwide by 2004. 
2. Online music sales will generate revenue in excess ofUSD550 million in 2000. 
3. European Internet music sales will be worth USD125 million in 2000, rising to USDl billion by 2004. 
Ecommerce has the potential to generate in excess of USD3 .2 trillion globally by 2003. 
Revenue generated by online retail sales in the US this year will exceed USD 13 billion. 
Online insurance industry will be worth USD4 billion by 2003. 
The government of Singapore expects ecommerce to generate USD3 billion by 2002. 
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11/25/98 1. Online retail sales in the US are expected to generate in excess of USD 108 billion by 2003. 
2. Online retail sales are expected to reach USD7.8 billion, for year-end 1998 in US. 
3. Information-based purchases will account for USD56 billion, or 51 percent, of total retail sales by 2003 in US. 
4. Convenience items will generate USD32 billion, or 29 percent in US. 
5. Replenishment goods will account for USD19 million, or 17.5 percent of sales in US. 
11/26/98 1. Ecommerce in France is expected to generate revenue in excess ofUSD50 million in 1998. 
2. By the end of 1998, 10 percent of French Internet users will have shopped online, spending on average USD70 per 
transaction. 
12/3/98 In the UK, holiday flights booked over the Internet will generate over USD660 million by 2003. 
12/10/98 Dutch users are expected to spend a total ofUSD44.7 million on online p111rchases by the end of 1998. 
12/11/98 The online retail industry is expected to generate USD2.35 billion globall;y this holiday season. 
12/15/98 Holiday shoppers will spend USD316 on average this season in US. 
12/21/98 Holiday ecommerce is expected to top USD2 billion for the season 
1/7/99 1. UK online retail market will be worth STG3 billion by 2003. I 
2. Computer hardware and software is expected to account for STG 1.3 billion, 16 percent of the total market. 
3. Travel will be worth STG490 million, 7 percent of the total market. O'\ 
4. Music will be worth STG355 million, 6 percent of the market. ...... 
1/12/99 1. UK consumers will spend over USD9.8 billion on the purchase of good online in the next five years. 
2. In 1998, over USD666.5 million was spent online. This figure is expected to double in 1999. 
1/18/99 Online hotel bookings are expected to generate USD3 .1 billion by 2002. 
1/28/99 1. The online auction industry will generate USD3 .2 billion per annum by 2002. 
2. Total spending at online auction over the next four years will reach USD7.1 billion. 
2/16/99 470,000 US households will purchase new cars entirely over the Internet, generating revenue in the amount ofUSD12 
billion. 
2/24/99 1. In the US, corporate spending on the Internet will surpass USD203 billion by 2002. 
2. The financial services industry will spend USD16.6 billion on the Internet in 1999. 
3. The manufacturing industry is expected to spend USD24 billion. 
4. The retail industry is set to spend USD6.2 billion. 
5. Online media and communications sector expected to invest USDl0.7 billion in the Internet. 
2/25/99 Ecommerce is expected to yield 1 trillion yen in Japan in 2001. 
4/7/99 1. Ecommerce in Latin America is expected to generate USD8 billion by 2003. 
2. Business-to-business sales are expected to generate USD6.1 billion of the total revenue. 
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3. Business-to-consumer sales are expected to generate USDl.9 billion. 
1. Portal driven retail sales will increase from USD2.4 billion this year to USD8. 7 billion in 2002. 
2. Online retail sales are expected to generate USD 13 billion this year. 
3. Online retail sales will increase to USD43. 7 billion in 2002. 
4. Portal sites currently account for 18 percent of online retail revenue but this is expected to increase to just 20 percent by 
2002. 
1. In Japan, business-to-consumer ecommerce is expected to generate over 1 trillion yen in revenue by 2003. 
2. Japanese ecommerce will be worth over 1 billion yen by 2001. 
In the US, computer and electronics industry will generate USD50.4 billion in domestic online sales this year. 
Spanish ecommerce will generate revenue in excess of USD513 million in 2000. 
25 Percent of Swedish Internet users will shop online by 2002, spending an estimated USD8.4 billion. 
In 1999, Dutch ecommerce will generate between USD824.4 million and USD 1.49 billion. 
1. The online consumer travel industry will be worth USD16.6 billion by 2003. 
2. 10 percent of the total US travel market will be booked online by 2003. 
1. Internet music sales will generate USD3.9 billion by 2004. 
2. The global music market is expected to reach USD47.5 billion in 2004. 
3. Japan is expected to become the second largest digital music market by 2004, generating USD408 million in sales, 
followed by the UK (USD215 million), Germany (USD208 million) and France (USD 120 million). 
1. In the US, children and teenagers will spend an estimated USD 1.3 billion online by 2002. 
2. Teenagers will account for USDl.2 billion of the total spending in this sector. 
3. Children under the age of 13 generating USD 100 million in sales. 
The US Internet economy is expected to outstrip earlier predictions, surpassing a total value of USD 1.3 trillion by mid-
summer 2000. 
1. Teens will generate USD 1.2 billion in online purchases in the year 2002. 
2. Kids aged between 5 and 12 alone will spend a total ofUSDl00 million online in 2002. 
1. The Western European consumer online shopping market will be worth USD775 million by the end 1999. 
2. The figure above will increase to USD8.6 billion by 2003. 
3. The German ecommerce market is expected to increase in value to USD290 million by the end of 1999. 
4. The UK market is expected to generate USD 1 70 million by the end of 1999. 
5. The French market is expected to increase in value to USD85 million by the end of 1999. 
The European online travel industry is expected to generate USD 1. 7 billion in sales by 2002. 
Ecommerce spending in Latin America will reach USD8 billion by 2003. 
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1. Global ecommerce revenue will top USD 1.1 Trillion by 2002. 
2. The US is expected to generate the majority of the total rev(mue at USD842 billion. 
3. The rest of the world's regions together would generate the remaining USD300 billion. 
4. The Asian market is predicted to generate USD50 billion in revenue. 
5. The global ecommerce market will generate between USDl.4 trillion and USD3.2 trillion globally by 2003. 
1. The global ecommerce software market will be worth an estimated USD2.8 billion by 2002. 
2. Europe will account for 34 percent of the total spending on ecommerce software by 2002. 
3. Business-to-business ecommerce solutions will generate 78 percent of the total revenue. 
1. Worldwide, ecommerce will generate USD95 billion in revt:mue by the end of 1999. 
2. Global ecommerce revenues will top USD 1.3 trillion by 2003. 
1. Global ecommerce revenues will exceed USDl trillion by 2003. 
2. ActivMedia estimate that ecommerce will top USDl.3 trilli~n by 2003. 
3. Deloitte Consulting expect global revenue to top USD 1.1 trillion by 2002. 
4. Forrester Research estimates that global ecommerce market will generate between USDl.4 trillion and USD3.2 trillion 
by 2003. 
Direct-to-consumer sales are expected to generate between USD438 billion and USDl.1 trillion by 2010 in the US. 
1. The Asia Pacific ecommerce applications market will exceed USD 1.3 billion by 2003. 
2. Spending on ecommerce applications is expected to reach USD40.45 million in 1999. 
1. Online music sales will generate USD2.6 billion in revenue by 2003 in the US. 
2. Internet music sales would generate USD3.9 billion by 2004 in the US. 
1. Brazil will account for 88 percent of online sales in Latin America in 1999. 
2. Revenue from online sales in Latin America is expected to reach USD 160 million in 1999. 
3. Latin American online sales to generate USD3.8 billion by 2003. 
The global online software sales market will be worth USD32.9 billion by 2003. 
Revenue generated by the direct marketing industry online is projected to grow by 150 percent by 2000. 
Web consumers will spend USDll.9 billion online in 1999. 
Online users will spend over USD18 billion on online purchases by 2004 in Western Europe. 
By 2002, conducting business online will save companies around the world an estimated USD 1.25 trillion. 
Ecommerce would reach close to USD 100 billion by 2003 . 
Online music industry would value at USD6.25 billion by 2000 in Japan. 
1. Web based procurement market will be worth USD5 billion by 2003. 
2. Savings from Internet commerce procurement will surpass USD 103 billion on transactions totalling USD 1.3 7 5 trillion by 
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2003. 
Ecommerce in the UK is expected to generate over USD15 billion by the end of 2000. 
US consumers are expected to spend USD9.5 billion online this holiday season. 
1. Ecommerce in South Africa is expected to generate USD 1.1 billion by the end of 1999. 
2. Business-to consumer trade will account for USD444 million in revenue. 
3. Business-to-business trade generating USD657 million. 
Ecommerce will be worth USD 1.5 trillion by 2004. 
Online retail sales will be worth USD 184 billion by 2004. 
1. The 1999 holiday season is expected to generate USD6 billion in online sales. 
2. USD5 billion will be generated by product purchases during 1999 holiday season. 
3. Travel related sales expected to generate USD 1 billion during 1999 holiday season. 
4. Online shopping industry to generate USD78 billion in sales by 2003. 
1. Online sales are expected to reach USD53.8 billion by the end of this year in the US. 
2. Online sales are expected to reach USDl .14 billion in Canada. 
Online spending will reach USD12.2 billion globally in the fourth quarter of 1999. 
1. Online retail sales expected to top USD20.2 billion in US by the end of 1999. 
2. By 2004, 49 million US households are predicted to spend USD 184 billion online. 
3. Average online shopping household will spend USDl,167 online this year 
4. Average online shopping household will increase to USD3,738 by 2004. 
Ecommerce in Europe is projected to be worth 18.6 billion Euros (USD 19.9 billion) by 2003. 
In 1999, Belgians will spend a total of 16 billion francs over the Net. 
1. Australian will spend USD 1 billion in 1999 online. 
2. USD5 billion in 2000 online. 
3. USD 10 billion by 2001 online. 
1. Consumer purchases online are expected to be worth USD380 billion in 2003. 
2. By 2003 the US consumer purchases market will be worth USD147 billion. 
3. Online consumer sales in Europe are expected to exceed USD 115 billion in 2003. 
4. The fourth quarter of 1999 should bring in USD12.2 billion. 
1. Business to business ecommerce will be worth USD251 billion in 2000 
2. Business to business ecommerce will be worth USD 1.4 trillion by 2003. 
3. Consumer ecommerce is predicted to be worth USD41 billion. 
1. Internet economy will be worth USD507 billion by the end of 1999. 
0\ 
11/4/99 
11/8/99 
11/9/99 
11/19/99 
11/22/99 
11/26/99 
12/3/99 
12/14/99 
12/20/99 
12/23/99 
1/5/00 
1/6/00 
1/7 /00 
1/10/00 
1/10/00 
1/10/00 
1/19/00 
1/24/00 
2. Total Internet revenue will be USD 1.2 trillion by 2002. 
1. The Internet economy will be worth USDl trillion by the end of 2001. 
2. The Internet economy will be worth USD2.8 trillion by the end of 2003. 
3. Internet economy will be worth USD507 billion by the end of 1999. 
1999 winter holiday USD600 million will be spent online. 
Online procurement market is growing at a rate of over 100 percent per year and will be worth USD5 billion by 2005. 
Retailers with no customer service support lost up to USD 1.6 billion in lost sales, this year that figure will be twice that. 
1. Ecommerce activity will increase national GDP by 2.7 percent by the year 2007 in Australia. 
2. Real wages are expected to increase by 3.5 percent and employment levels will increase by O .5 percent in Australia. 
3. Ecommerce in Australia is expected to be worth USDl.3 billion by 2002. 
1. Revenue from Internet sales in Europe this year will be USD288 billion. 
2. Revenue from Internet sales in Europe is expected to reach USD2 trillion by 2002. 
Internet shoppers will spend USD8 billion in 1999's holiday season. 
The Internet sales will exceed FRF3.8 billion (EUR580 million) in 2000 in France. 
1. Internet retailers in Europe are expected to earn EUR790 million (USD797 million) this Christmas (1999). 
2. Online sales revenues will reach EUR18 billion (USD 18.16 billion) by 2003. 
1. Online sales to business and the general public in Europe will reach EURl.6 trillion (USDl.61 trillion) by 2004. 
2. Ecommerce should comprise at least 6.3 percent of total European trade by 2004. 
3. Sales of goods and services to consumers are expected to grow by 140 percent annually. 
Consumer online spending amounts will reach USD133 billion by January 2004 in the US. 
Revenues from B2B ecommerce will increase eightfold to JPY68,000 billion (USD652,800 million) by 2003 in Japan. 
Internet users will spend USD30 billion at travel sites by the end of 2002. 
1. Healthcare ecommerce will be worth USD3 70 billion by 2004. 
2. 8 percent of healthcare product retail sales will be made online by 2004 representing USD22 billion. 
Hong Kong will see USD2.4 billion in ecommerce revenue by 2003. 
Internet users will spend USD160 million online in 2000. 
Canadians will spend one quarter of their money online by 2003. 
1. The B2B sector will increase to JNY68 trillion (USD651 billion) in 2003 in Japan. 
2. Total earnings for Japanese online B2C retailers are set to increase to JNY 4.4 trillion (USD42 billion) in 2003. 
3. Total earnings for Japanese online B2C retailers are expected to reach JNY6.7 trillion (USD64billion) in 2004. 
4. Sales of automotive goods, travel tickets and holidays and real estate should net JNYl trillion (USD9.5 billion) each by 
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2003. 
1. The Internet services market in Latin America will grow by an average of 42 percent each year until 2004. 
2. Ecommerce market in Latin America should be worth USD8.1 billion in four years time. 
1. USD 1.3 trillion will be spent on ecommerce in that year. 
2. Europe will have ecommerce annual growth of 118 percent in comparison with the global average of 86 percent. 
3. 87 percent of all ecommerce will be B2B based by 2003 in Europe. 
1. The US online B2C health market is set to explode from USD200 million in 1999 to USD 10 billion in 2004. 
2. Pharmaceutical sales will account for 45 percent, or USD4.5 billion of online health sales in 2004. 
3. Nutraceuticals sector including vitamins and herbal products will represent 17 percent or USD 1. 7 billion of the market. 
4. Personal care products and over the counter products will account for USD2.3 billion and USD600 million. 
5. The online advertising spend in the health sector will amount to USD700 million by 2004. 
1. Online sales consist of digitally downloaded products will rocket to 22 percent, or USD2.9 billion by 2004. 
2. By 2004, 25 percent of all music sold online will be downloaded, earning music companies USD 1 billion. 
3. Software downloads will go from 7 percent, or USD87 million, of all online software sales to 40 percent, or USD 1.3 
billion by 2004. 
4. Downloads of video games will have garnered 14 percent, or USD51 billion, of the online market by 2004. 
1. By 2004, business to business ecommerce in the US will be worth USD2. 7 trillion. 
2. 53 percent of the figure above will be generated in eMarketplaces. 
By the end of 2000, online retailing will have reached the value ofEuro45.5 billion in Europe. 
1. Latin American ecommerce revenues are expected to soar to USD8.3 billion in 2005. 
2. Brazilian online spending will increase to USD4.3billion in 2005. 
3. Spending in Mexico will go to USD1.5billion in 2005. 
4. Spending in Argentina will go to USDl.1 billion in 2005. 
5. Chileans will spend USD312 million online in 2005. 
6. Venezuelans will spend USD348 million in 2005 . 
7. Spending for all other countries in the region combined will increase from USD20 million to USD777 million in 2005. 
1. The b2b market in Europe will increase from USD31.8 billion in 1999 to USD2.34 trillion in 2004. 
2. Asia-Pacific 's b2b ecommerce should be worth USD992 billion by 2004. 
3. Japanese online b2b revenues will amount to USD861 billion in 2004. 
4. Latin America b2b revenues should rise to USD 124 billion by 2004. 
1. The total ecommerce market should grow to USD2.9 trillion this year. 
2. The total ecommerce market will be worth USD9.5 trillion by 2003. 
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1. Ecommerce revenues in 2000 are at USD22 million in Colombia. 
2. Ecommerce revenues will rise to USD500 million by 2003 in Colombia. 
Revenue for Asia pacific online consumer markets should top USD7 billion by the end 2000. 
1. EU B2B ecommerce will be worth USD 1.27 trillion in 2004. 
2. B2B will account for 12.7 percent of EU GDP in four years 
3. B2B online marketplaces or industry hubs will account for 32 percent of all B2B trade, or USD408 billion by 2004. 
1. British firms will receive USD3.5 billion of the USDl0 billion in total venture capital to European firms in 2000 and 
2001. 
2. British ecommerce will be worth USD47.6 billion by 2002 and b2b transactions will account for two thirds of that figure. 
Western European ISPs will earn 26 percent of their revenues from ecommerce and 25 percent from advertising by 2001. 
Total online b2c sales will soar to USD 40billion this year. 
Thai ecommerce will worth THB25 billion (USD659.98 million) each year for the next two years. 
1. Online advertising revenues will jump to GBP625 million (USD976.87 million) by 2004 in UK. 
2. Online advertising budget will grow to GBP285 million (USD445.48 million) by 2004 in UK. 
1. The online retail market in Western Europe is expected to grow to EUR8 billion this year. 
2. The online retail market in Western Europe is expected to grow to EUR14.7 billion 2001. 
3. The online retail market in Western Europe is expected to grow to EUR64 billion by 2005. 
1. The European online travel market should be worth USD2 billion in 2000, USD3 .2 billion in 2001 and USD4 billion in 
2002. 
2. In Europe, online travel companies will account 1.1 percent of the total industry revenue in 2000. 
Revenues from ecommerce in Europe will total EUR124 billion (USDl 18.6 billion) by 2003. 
Worldwide b2b ecommerce will be worth USD7.3 trillion in 2004. 
1. Online bookings for leisure and unmanaged business travel will be worth USD28 billion by 2005. 
2. US online bookings will represent 14 percent of the market by 2005. 
The total b2c ecommerce market in Ireland will value IEP736 million by 2002. 
1. 27 percent oflrish businesses will procure goods and services online by 2001. 
2. The market should be worth IEP2.6 billion by 2002. 
1. Global e-commerce will be worth USD6.9 trillion by 2004. 
2. Asia Pacific will be the second most profitable market with a value ofUSDl.6 trillion. 
3. Online buyers in North America will account for just over half the total, or USD3.5 trillion of all online transactions. 
4. USD 1.5 trillion of Asia Pacific ecommerce revenues will be b2b based. 
5. Japan will continue to dominate the regional e-commerce market in Asia, with USD880 billion in sales in 2004. 
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6. Australia, Korea and Taiwan will have 16 percent of total sales in each country conducted over the Internet. 
7. Ecommerce sales in Europe will increase by 140 percent annually until 2004, when revenues will amount to USD 1.5 
trillion, or 6 percent of the total European economy. 
8. Business transactions will account for almost USDl .4 trillion of total online revenues in Europe. 
9. South American e-commerce will be worth USD82 billion by 2004. 
10. The combined value of e-commerce revenues in Eastern Europe, Africa and the Middle East will be USD68.6 billion. 
Online travel revenues will increase fourfold to USD29 billion in 2003 but 4 in 5 travel websites will fall by the wayside in 
the interim. 
By 2002 the e-commerce market in China could be worth USD400 million. 
1. The growth of interactive television and the mobile Internet will drive UK b2c revenues to GBP20 billion (USD30. 7 
billion) by 2005. 
2. 7.5 percent of all retail sales in the UK will be made online by 2005 
1. E-commerce will grow to USD 1 trillion by 2004. (These figures exclude Japan.). 
2. About 95 percent of all e-commerce will be b2b, with the remaining 5 percent comprised of b2c transactions. 
1. US online spending by small business is projected to rise to USD60 billion by end of 2000. 
2. US online spending by small business is projected to rise to USDl 18 billion by 2001 
3. Total sales of US small business for 2000 will come to USD55 billion. 
4. Total sales of US small business in 2001 will reach USD 120 billion. 
US Internet users will spend USD8.8 billion at online grocery stores in 2004. 
Internet-influenced retail spending will top USD235 billion this year and USD831 billion in 2005. 
Online sales in Japan will hit JPY7.1 billion (USD66.1 million) by 2005. 
Revenue generated from the Internet is likely to reach USD850 billion by the end of 2000 in the US. 
1. By 2005, trade in European marketplaces will surpass 900 billion Euro's. 
2. By 2005 nearly 50 percent of eMarketplace trade will be conducted in the UK and Germany. 
3. By 2005, over 200 percent of eMarketplace trade are expected to be conducted in UK and Germany. 
E-commerce revenues will amount to a staggering USDl.6 trillion by 2003. 
The online insurance market in the UK will be worth USD3.1 billion by 2005 when 20 percent of general insurance will be 
sold to personal customers online. 
Ecommerce revenues in Japan will be reach to USD66 billion 2005. 
Ecommerce revenues for European SMEs will soar by 800 percent from EUR409 million last year to EUR3.2 billion by 
2003. 
EUR55 billion (USD51.2 billion), or 5 percent of all European retail sales, will be made online in 2005. 
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Non-service B2B ecommerce in the US will be worth USD6.3 trillion, or 42 percent of the market, by 2005. 
1. Online sales will represent 5 to 7 percent of total retail activity in the US by 2004. 
2. Computer products and consumer electronics retailers will generate USD59.7 billion in US. 
3. Banking and financial services will generate revenues USD12.3 billion in 2004 in US. 
There will be 200 million private purchases made online this year, with a total value ofUSD22 billion. 
1. Revenues from online customer service software and services will increase by more than 1,100 percent between now and 
2004. 
2. Revenues should increase from USD 162 million at the end of last year to USD 1.95 billion by 2004. 
1. Chinese ecommerce revenues are expected to top CNY800 million (USD96. 7 million) in 2000. 
2. The figure above will increase more than ten-fold to CNYl0 billion (USDl.2 billion) over the next two years. 
1. US b2c online sales will grow to USD 152 billion in 2002. 
2. US b2c online sales will grow to USD233 billion in 2004. 
3. US Internet retail sales will account for 3 percent by 2004. 
4. Internet retail sales will account for 3 percent of total US consumer spending by 2004. 
1. Global business ecommerce revenues are set to grow from USD 185 billion in 2000. 
2. Global business ecommerce revenues will grow to USD336.2 billion in 2001. 
3. Global business ecommerce revenues will grow to USD684.3 billion in 2002. 
4. Global business ecommerce revenues will grow to USDl.26 trillion in 2003. 
5. B2b ecommerce will account for 79.2 percent of total ecommerce in 2000. 
6. B2b ecommerce will account for 82.5 percent in 2001. 
7. B2b ecommerce will account for 85 percent in 2002. 
8. B2b ecommerce will account for 87 percent in 2003. 
9. In 2003, US b2b ecommerce revenues will total USD747 billion. 
10. In 2003, European b2b revenues will amount to USD365.6 billion. 
11. The total b2b revenues for Asia will be USD76.6 billion. 
1. Internet advertising revenues will be worth USD5.4 billion in 2005 in Asia-Pacific region. 
2. Asian consumer spending online will be worth USD57 billion in 2003 . 
1. Online music sales will corner a quarter of the total US music market by 2005. 
2. Digitally distributed music will account for USDl.5 billion of music sales on the Internet b2005. 
3. Consumer music subscription services should account for USD 980 million by 2005. 
4. Individual song downloads will grow to USD 531 million by 2005. 
Ecommerce activity is expected to pull in earnings ofUSD132 billion worldwide by the end of 2000. 
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1. Online advertising is expected to be worth more than USD24.4 billion by 2004. 
2. Total advertising expenditure will reach USD249.1 billion within the next four years. 
1. Online-direct and online-influenced car sales will be worth USD128 billion by 2004. 
2. By 2004, 8 percent of US car sales will be made online, worth USD33 billion. 
3. Consumer researching online will influence 22 percent of domestic auto sales in 2004, which equal to 3.8 million units 
and worth another USD95 billion. 
The online travel industry is predicted to reach an estimated value of USD25 .2 billion by 2003. 
1. The ASP (application service provider) market is expected to be worth USD3.6 billion by the end of 2000. 
2. By 2004, this sector should reach more than USD25 .3 billion in value. 
1. Revenues from consumer ecommerce in China are expected to amount to USD27 million by the end of 2000. 
2. Revenues from consumer ecommerce in China will worth USD4.8 billion by 2004 
By 2003 there will be 27 million online traders in the US and 17.1 million in Europe. 
1. The US mCommerce market will be worth USD 1.2 billion by 2005. 
2. Fastest growing mCommerce sector in the US will be financial services, it will rise to USDl.8 billion in 2004. 
1. B2b ecommerce market in South Korea will grow by 78 percent this year, amounting to KRWl 7.5 billion (USD15.7 
billion). 
2. The share of ecommerce in all b2b trade will increase from 1.17 percent in 1999 to 1.83 percent in 2000 in South Korea. 
3. B2c ecommerce market will reach a value ofKRWl.14 trillion in 2000. 
1. Irish b2b and b2c ecommerce will have a combined value ofECU5 billion (USD4.5 billion) by 2003. 
2. The market value of the Irish b2c sector is expected to be ECU75 million (USD68 million) in 2000. 
3. The market value of the Irish b2c sector is expected to be ECUl.2 billion (USDl billion) in 2003. 
4. The b2b sector will be worth ECU250 million (USD226 million) in 2000. 
5. The b2b sector will be worth ECU4.2 billion (USD3.8 billion) within three years. 
1. Investment in UK SME ecommerce is set to rise to GBP3.8 billion (USD5.6 billion) over the next 12 months. (It's 2000) 
2. The average spending to date per company on ecommerce applications and services will rise to GBP21,500 (USD31,645) 
over 2001. 
1. Worldwide online Christmas sales this year are forecast to be worth USD19.5 billion. 
2. North America will still account for more than half of online sales in this period this year, with a 54.9 percent share. 
3. Europe and Asia/Pacific are projected to grow 96 and 91 percent, with a combined market share of 35.7 percent. 
4. Japan's share will grow from 4.4 percent in 1999 to 6. 7 percent in the fourth quarter of 2000. 
5. The Rest of the World will grow from 1.7 to 2.7 percent in the same quarter. 
1. By 2005, wireless PDAs will still be outnumbered 150-to-1 by Internet-enabled mobile phones, capturing less than one-
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tenth of 1 percent of online retail sales. 
2. Mobile phones will account for only 3 percent of total online retail sales by 2005, totaling ECU5.2 billion (USD4.61 
billion). 
3. iDTV will account for 16 percent of online retail in the same period, amounting to ECU28 billion (USD 24.86 billion). 
9/8/00 1. B2B ecommerce in the US is set to become a USD4.8 trillion market by 2004. 
2. By 2004, Internet purchasing in the b2b sector will represent 40 percent of total purchasing, but just 11 percent of all 
purchases will involve online price negotiations. 
9/12/00 Global ecommerce will be worth USD6.8 trillion by 2004. 
9/15/00 Emarketplaces will be worth over USD 10 billion by 2004. 
9/18/00 Total revenues from ecommerce in China are expected to grow from USD250 billion to USD300 billion by 2003, of which 
almost 90 percent will be in the b2b sector. 
9/20/00 1. Internet sales in Scandinavia will account for more than 10 percent in the main online retail categories by 2005. 
2. Internet sales will increase from its current 18 percent of total sales to 51 percent of the entire software market in five 
years. 
3. Almost 29 percent of PC sales and 22 percent of sales of peripherals are expected to move from traditional offline stores 
to online retail outlets. -.J 
4. Online revenues are expected to grow in Sweden to ECU0.6 billion (USD 0.511 billion) in 2000. 
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5. Online revenues are expected to reach ECU 2.8 billion (USD2.38 billion) by 2005 in Sweden. 
6. In Denmark, online revenues are expected to reach ECU0.2 billion (USD0.17 billion) in 2000. 
7. In Denmark, online revenues are expected to reach ECUl.4 billion (USDl.19 billion) by 2005. 
8. Online revenues are expected to reach ECU0.2 billion in 2000 in Norway. 
9. By 2005, online revenues are predicted to reach ECUl.3 billion (USDl.12 billion). 
9/27/00 1. The Web and web-enabled devic~ are projected to generate USD269 billion in sales, and influence another USD378 
billion in offline sales by 2005. 
2. PCs should hold their lead in the market, reaching USD246 billion in sales in 2005. 
3. Non-PC devices are predicted to close just USD23 billion in sales by 2005, but will influence another USD128 billion in 
offline sales. 
4. In the US, PC-based sales will total USD45 billion in 2000. 
5. By 2003, US PC-based sales should reach USD154 billion. 
6. By 2003, Internet-enabled devices are expected to influence USD146 billion in offline sales. 
10/4/00 Indian ecommerce revenues are set to rise from USD7 5 million at the end of this year to USD254 million by the end of 2001. 
10/6/00 1. B2B ecommerce revenues in the US are expected to rise from USD336 billion this year to USD6.3 trillion by 2005. 
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2. 42 percent of all domestic US b2b trade will take place online in five years' time, up from the current figure of 3 percent. 
3. The computer and telecommunications industry will revenues over USD 1 trillion by 2005. 
4. Erospace and defense, chemicals, electronics, and motor vehicle and parts will top USD500 billion in b2b revenues 
within the next five years. 
5. The only industry studied that will not exceed USD 100 billion in online trading by 2005 is agriculture. 
Online retailing in Latin America will be worth USD580 million in 2000. 
1. Online sales are expected to reach USD9 billion in the fourth quarter of this year. 
2. USD 11.6 billion will be spent online over the holiday season. 
1. Hong Kong's estimated 1.2 million Internet users will spend USD601 million online in 2000. 
2. Only 10 percent of this total will be spent in the b2c sector. 
By 2006, 25 percent of households will spend over USDl0,000 each online. 
1. The online auction market will be worth USD6.5 billion by the end of 2000. 
2. Revenue from online auctions will reach USD 16.3 billion by 2004. 
3. As a percentage of total b2c sales, the online auction market is expected to peak at 17.6 percent in 2000. 
4. As a percentage of total b2c sales, the online auction market is expected falling to 13 percent in 2004. 
1. Ecommerce will account for 8.6 percent of worldwide sales of goods and services by 2004. 
2. With Internet sales ofUSD3.2 trillion in 2004, the US will remain the world leader in ecommerce. 
3. Western Europe Internet sales market will be worth USDl.5 trillion in 2004. 
4. Latin America's ecommerce market is expected to reach USD82 billion by 2004. 
5. Online sales in Eastern Europe, the Middle East, and Africa will be worth a combined total ofUSD68.6 billion in four 
years time. 
E-commerce in South Africa is expected to reach ZAR24billion (USD3 .14 billion) in 2005. 
Online b2b trade in Europe is expected to reach EUR900 million (USD773 million) by 2005. 
42 percent of US Internet users will spend online in an average ofUSD264 on online purchases in this Christmas. 
1. Global online exports will reach USD 1.4 trillion in 2004. 
2. Global cross-border emarketplace trade will account for USD408 billion in 2004. 
3. Western Europe will lead the online export boom, with USD692 billion in sales by 2004. 
4. In North America, online exports will reach USD210 billion by 2004. 
5. The Asia-Pacific region will experience cross-border ecommerce sales ofUSD219 billion in 2004. 
6. By 2004, cross-border emarketplace trade in Western Europe will be worth USD215 billion 
7. B2B market is expected to reach USD 1.5 trillion in the US and Canada by 2004, only 7 percent of sales in this sector will 
be exports. 
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1. Online B2C sales will reach USD56 billion by the end of 2000. 
2. B2C market will be worth USD 1.1 trillion in 2010. 
3. B2C's share of web revenue will decrease from 47 percent this year to 31 percent in 2010. 
Global m-commerce will generate B2C revenues of USD 100 billion by 2003. 
Spending between November 24 and December 26 will reach USD6.21 billion, bringing the total ecommerce sales for 2000 
up to USD33.9 billion in the US. 
Italian B2C market is expected to be worth ITL820 billion (USD357 million) in 2000. 
Online retailers in Europe will take in EUR2.6 billion (USD2.2 billion) during the holiday season. 
By 2005, consumers will spend at least USD36 billion on gifts purchased over the Web. 
1. Offline stores in Europe will benefit from sales of EUR 7 .5 billion (USD6.6 billion) due to online window shopping. 
2. In comparison, holiday sales on the Web are set to reach just EURl.7 billion (USDl.5 billion). 
IT spending on mobile banking is expected to rise from USD43 million in 2000 to USD344 million in 2004. 
1. US companies' online marketing spending is estimated to rise to USD14.6 billion by 2005. 
2. Revenues from interactive media marketing will grow from USD24.9 billion in 2000 to USD144.8 billion over the next 
five years. 
3. B2B and B2C sales will mirror that growth rising to USD90.8 billion and USD54 billion, respectively. 
The ebook market will be worth USD414 million in 2004. 
1. The B2B market in the Asia Pacific region will be worth USD910 billion by 2004. 
2. Chemicals, rubber, and plastic will produce a combined trading value ofUSDl00 billion for the Asia Pacific B2B 
market. 
3. Another USD 18 billion will be contributed to the regional B2B total from textiles, apparel, shoes, and leather. 
4. Thailand's B2B market will take off in 2001 and will reach a value ofUSD15 billion by 2004. 
1. Online sales to increase by 57 percent overall this year in the US. 
2. Internet sales will be worth USD65.9 billion in 2001. 
3. Sales for the first quarter of 2001 will reach USD13.5 billion. 
4. Sales are expected to grow by 12 percent from Q 1 to Q2 this year. 
5. Sales for the third quarter of this year are expected to reach USDl 7.2 billion, rising to USD20.1 billion in the fourth 
quarter. 
1. The online travel market in Europe will reach USD2.9 billion in 2000. 
2. The online travel market in Europe will reach USDl0.9 billion by 2002. 
1. The value of online business trade will soar to CAD272 billion (USD 181.3 billion) in Canada, or 18 percent of total B2B 
transactions, over the next five years. 
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2. Ontario and Quebec will account for CAD193 billion (USD128 .6 billion) of the total in 2005. 
3. Canada's auto supply chain will sell CAD91 billion (USD60.6 billion) online. 
4. Petrochemical trade on the Internet will amount to CAD46 billion (USD30.6 billion). 
5. The food and agriculture industry will make a slower transition online. 
6. B2B trade in this sector worth just CAD12 billion (USD7.9 billion) by 2005. 
7. The auto industry in Ontario will see CAD69 billion (USD45.9 billion) of motor vehicle trade moves online by 2005. 
8. Computing and electronics supply chains will comprise 29 percent of Quebec's online B2B trade. 
9. Alberta's online petrochemical trade will jump to CAD23 billion (USD15 .3 billion). 
10. Both the electronics and automotive sectors will make up 45 percent of total B2B trade online in British Columbia. 
1. Online ad spending in Japan will reach just USD2 billion in 2003. 
2. The growth of online advertising for Asia, excluding Japan will reach USD387 million in 2001. 
3. Online ad spending in China from USD 120 million to USD80 million for 2001. 
1. Online spending in Mexico will up to USD 174 million. 
2. Online spending in Mexico will reach USDl.5 billion in 2005. 
Ecommerce spending in Australia will be worth well over USD3 7 billion by 2004. 
European B2B revenues will skyrocket to over EURl.5 trillion (USDl.4 trillion) in 2005. 
1. Canadian online B2B revenues will reach CAD272 billion (USD180 billion) by 2005, accounting for 18 percent of all 
business-to-business transactions. 
2. Ontario and Quebec combined B2B revenues will amount to CAD193 billion (USD128 billion) by 2005. 
3. The automotive industry will sell CAD91 billion (USD 60 billion) over the Internet in 2005 . 
4. Petrochemical companies will generate CAD46 billion (USD30 billion) in 2005 . 
European B2B market will grow to EURl.8 billion (USDl.7 billion) by 2004. 
Ecommerce total revenues for 2002 will be USDl.28 billion, made up ofUSD5.6 million of online consumer spending and 
USD 1.27 billion of B2B transactions in Hungary. 
Online sales of Valentine's Day gifts and flowers in the US are expected to top USD2 billion in 2001 . 
German companies that engage in ebusiness will generate 30 percent of all sales online by 2003 . 
1. The Korean Internet industry will make sales amounting to KRW56 trillion (USD45.36 billion) this year. 
2. Growth in the Korean Internet industry will slow down from 62 percent in 2000 to 41 percent this year. 
1. The UK online travel market is set to grow in value to GBP3. 7 billion (USD5 .4 billion) by 2005. 
2. Online flight booking will account for 45 percent of those revenues in 2005, as the number of British people booking 
flights over the Internet increases from 1. 6 million last year to 5. 7 million in four years time. 
3. The online leisure travel market will account for 14 percent of total leisure travel sales in the UK by 2005. 
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1. Worldwide B2B ecommerce is on course to reach USD8.5 trillion in 2005. 
2. Worldwide B2B sales to reach USD919 billion in 2001 
3. USDl.9 trillion in 2002. 
4. The market will increase to USD3.6 trillion in 2003. 
5. By the end of 2004 B2B sales will be worth USD6 trillion. 
Online travel industry will be worth USD28.9 billion within three years, up from USD16.7 billion in 2001. 
1. Global B2B market will still be worth USD8.5 trillion in 2005. 
2. This year total is expected to reach USD919 billion. 
3. Global B2B market will increasing to USDl.9 trillion in 2002. 
4. The total for 2003 is projected to reach USD3.6 trillion. 
5. Total global B2B market will grow to USD6 trillion in 2004. 
Online procurement will generate USD9 billion in sales by 2003. 
Online sales will constitute 10 percent of all retail sales by 2011 and 20 percent of its own sales. 
B2C sales in the nine leading product categories are expected to soar to USD 168 billion by 2005. 
Online trade in Latin America is expected to be worth USD72 billion by 2005. 
Comparison shopping brokers will generate 48 percent of retail ecommerce sales by 2005. 
1. The North American market will account for less than 10 percent of global revenues from wireless advertising, 
mcommerce, and wireless content subscription services by 2003. 
2. Wireless advertising will be led by Asia with 66 percent of all revenues, or USD5billion by 2003. 
3. Wireless advertising in Western Europe will generate USDl.7 billion by 2003. 
4. North America will only account for USD700 million of wireless advertising by 2003. 
5. Each of the 136 million wireless Web users active in Asia by 2003 will generate USD37 in revenue for wireless 
advertisers, retailers, and content providers. 
6. Adoption of future WAP and i-mode services in Europe will be far higher, with mobile advertising, shopping, and 
subscription revenues reaching USD8 billion there by 2005. 
1. The total European ecommerce marketplace to rise to USD68.9 billion by the end of 2001. 
2. That value should rise to USD980 billion by 2004. 
1. Revenues in the online travel sector will soar from USD 18 billion last year to USD63 billion by 2006. 
2. The corporate travel market will account for USD31 billion of the 2006 revenues. 
1. Global B2C revenues will grow from USD 118 billion this year to USD707 billion. 
2. Ebusiness revenue will grow to 7 percent of companies' global revenues 2001. 
1. Revenues from mobile ecommerce in Asia-Pacific region (excluding Japan) will top USD36 billion by 2004. 
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2. Total ecommerce revenues will exceed USD600 billion by 2005. 
Malaysian B2B revenues are expected to reach USD3.9 billion (MYR14.8 billion) in 2005. 
Ecommerce revenues in Europe will grow to USDl trillion by 2004. 
1. B2C sales in the US are expected to grow by 45 percent to USD65 billion in 2001. 
2. Travel sites led the way in 2000 with USD13.8 billion worth of sales. 
3. this figure is expected to grow by 50 percent in 2001. 
1. B2B will be worth SGD109 billion ($59.89 billion) this in 2001 in Singapore. 
2. B2C sales are expected to top SGD2.75 billion ($1.51 billion) in 2001 in Singapore. 
1. Obstacles will limit the mobile payment market to EUR26 billion by 2005, EUR87 per mobile phone user per year. 
2. Scandinavia and Germany will lead the market, with average mobile payments per user per month reaching EURl 0.90 in 
2005. 
3. Austria, Ireland, Italy, the Netherlands, Portugal, Switzerland, and the UK will see an average ofEUR6.77 per mobile 
user per month in 2005. 
4. Belgium, France, Greece, Luxembourg, and Spain will only average EUR3.47 per mobile user per month in 2005. 
Paid online content could be worth GBP2.6 billion a month in revenue for UK firms. 
1. Ecommerce in India is expected to be worth INR252 billion (USD5.3 billion) by 2005. 
2. B2B transactions will account for INR232.8 billion (USD4.95 billion) by 2005. 
3. B2C transactions will account for INR18.8 billion (USD400 million) by 2005. 
1. Worldwide ecommerce revenues will be over USD5 trillion by 2005. 
2. US's share of global ecommerce revenues will have dropped to 36 percent by 2005. 
Online sale of air tickets will reach nearly USD14 billion in 2001. 
Online gift market could be worth USD36 billion by 2005. 
1. US and European revenues from online gambling will soar to USD20.8 billion by 2005. 
2. Online gambling revenues in the US will rise to USD13.6 billion by 2005. 
3. Online gambling revenues in European are set to increase to USD7. l billion by 2005. 
4. The numbers gambling online are also set to grow from 2.9 million this year to 7.4 million by 2005. 
41 percent of clicks and bricks' revenue will come from the Net in 2001, 48 percent 2002, and 55 percent in 2003. 
1. Dutch B2C revenues will be NLG2. l billion (EUR950 million) this year. 
2. B2B revenues are predicted to reach NLG5.5 billion (EUR2.5 billion) in 2001. 
3. The average spend per purchase is NLG190 (EUR86) for consumers, and about NLGl000 (EUR500) for businesses. 
B2C revenues in Asia-Pacific should hit USD14 billion by the end of 2001. 
1. Mobile merchant revenues will reach USD22 million in 2002 in the US. 
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2. Wireless ecommerce will continue to grow quite slowly with total revenues reaching USD4 billion by 2006 in US 
7 /12/01 1. Global ASP revenues will rise to USD 16.1 billion by 2005. 
2. Spending on ASP services will reach USD4 billion by 2005. 
3. Spending on ASP in Germany alone consisting of USD950 million BY 2005. 
7/23/01 1. Online music spending in the US will grow to USD 1 billion in 2001. 
2. Online music spending in the US will grow to USD6.2 billion by 2006. 
3. Thirty percent of sales in 2006 will constitute digital downloads and music subscription. 
4. Music subscription services will reach USD 1.2 billion by 2006. 
5. Sales of single paid downloads will grow to USD700 million in 2006 up from USD25 million this year. 
6. 7 percent of all music sales in the US will be made online this year. 
7. That figure will be 32 percent by 2006. 
7 /24/01 1. Online retail sales in Europe will total EUR152 billion in 2006, with EUR103 billion of that going in gross profits to 
online retailers. 
2. Germany, Scandinavia, Switzerland, and the UK will each account for more than 8 percent of online sales. 
3. Austria, the Benelux countries, France, Finland, and Ireland will each account for between 4 and 8 percent of online 
sales. ---.J 
4. Less than 4 percent of online sales will be made in Greece, Italy, Portugal or Span in 2006. ---.J 
7/27/01 1. Global B2C revenues will reach USD428 billion by 2004. 
2. North America will continue to have the highest B2C revenues of any region, with USDl 97.9 billion being made by its 
online retailers by 2004, up from USD7 4.4 billion this year. 
3. Europe follows in second as its consumer ecommerce revenues soar to USD182.5 billion by 2004, up from USD16.5 
billion this year. 
4. Asia is next with predicted revenues ofUSD8.3 billion for this year and USD38 billion for 2004. 
5. Latin America is trailing behind with estimated revenues of USD 1. 8 billion for this year, and USD8 .1 billion for 2004. 
6. Revenues for Africa/Middle East will remain lower at USD200 million this year and USD 1.6 billion for 2004. 
7 /30/01 1. Online B2B revenues will grow from GBP13 billion this year to GBP300 billion by 2005 in UK. 
2. B2B trade in petrochemicals alone will account for 24 percent, or GBP70 billion, of online trade in the UK in 2005. 
3. Twenty-seven percent of industry trade in consumer goods will be made online by 2005. 
8/1/01 Japan's mobile commerce users will spend USD2.3 billion in 2005. 
8/3/01 The value of e-commerce in Ireland will be IRP260 million (USD291 million) in 2003. 
8/7/01 1. Ecommerce revenues will be just USD 1 7 .2 billion by 2005 in Asia-Pacific region. 
2. USD 21.2 billion will be generated in the US for the same period. 
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Teenagers in Europe and the US will spend USDl0.6 billion online by 2005. 
B2C ecommerce revenues in the US are set to rise from USD38.3 billion last year to USD156 billion by 2005. 
1. Thirty-six percent of all US business-to-business spending will occur online by 2006. 
2. B2B spending would reach USD6.3 trillion by 2005 in the US. 
3. B2B spending will downwards to USD5.4 trillion by 2006 in the US. 
4. Almost 50 percent of automotive B2B trade will happen online by 2005. 
1. The global market for wireless Internet-capable devices will grow by 630 percent by 2005. 
2. By then, there will be 1. 7 billion mobile connections. 
3. Mobile ecommerce will be worth USD20 billion in the US alone by 2005 . 
1. USD 199 billion will be spent online by consumers in 2005. 
2. USD632 billion will be spent offline as a direct result of online research in 2005. 
1. The European online grocery market could be worth over USD23 billion by 2005. 
2. The combined value of the online grocery market in France, Germany, Italy, Spain, Sweden, the UK and the US at 
USD55 billion by 2005. 
1. Global B2B revenues will rise to USD4.3 trillion by 2005 . 
2. Total revenues from this year will reach USD516 billion. 
3. Total revenue for next years should top USD916 billion. 
4. B2B revenues in Western Europe will increase at a CAGR of91 percent to USDl.46 trillion by 2005. 
5. The CAGR in b2b revenues in Asia-Pacific will be the highest at 109 percent. 
6. Revenues of the US B2B transactions will grow by a CAGR ofUSDl.56 trillion by 2005. 
1. Global revenues from online shopping in the holiday season will reach USD25.3 billion in 2001. 
2. Q4 sales in North America will account for 47 percent of this, or USDl 1.86 billion. 
3. Sales in Europe will reach USD8.58 billion. 
4. Sales in Asia-Pacific ( excluding Japan) will be USD2.46 billion. 
5. Online holiday shopping in Japan will top USD 1.4 billion. 
6. Sales in the rest of the world will be just under USDl billion. 
1. Online retail spending during the holiday season will reach USD 10 billion in 2001 . 
2. Clothing will be the leading sector with almost USD2.5 billion in sales in the run-up to Christmas. 
3. Music and video will be the second highest grossing sector, with USD 1. 7 billion in sales. 
4. Auctions will be USD 1.3 billion. 
5. Toys will with about USD 1 billion. 
6. Computer hardware with about USD900 million. 
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1. Ecommerce in South Korea is expected to grow in value by an average of 81.2 percent a year until 2010. 
2. The South Korean ecommerce market is expected to reach KRW85.93 trillion (USD66.5 billion) by 2010. 
3. The telecommunications market is expected to grow by over 10 percent annually to KRW 55.14 trillion (USD42.67 
billion) by 2010. 
Online shopping for this holiday season will rise to USD12.4 billion. 
Global online sales in the holiday season will top USD25 billion in 2001. 
Online retail and travel sales will hit USDl 1.9 billion during 2001 holiday season. 
1. Canadian shoppers will spend an average of CAD470 (USD294) online in the run-up to Christmas. 
2. Online holiday season spending in Canada could reach CAD850 million (USD530 million). 
1. Online retail revenues in Latin America will reach USD 1.28 billion in 2001. 
2. Brazil continues to lead this market in the region, with revenues of USD906 million forecast for this year. 
3. Mexico will be next with USD 134 million. 
4. Argentina with USDl 19 million. 
5. Chile with USD45 million. 
6. The four most successful online retail categories in the region are automotive with USD504 million in direct sales, 
consumer auctions with USD203 million, travel with USD 140 million, and computer hardware and software with 
USD139 million. 
1. Revenues from consumer ecommerce in Italy will rise to USD13.05 billion by 2005. 
2. Revenues in Austria in 2005 will reach USD3.39 billion. 
3. Spain will reach USD2. 7 billion. 
1. Q4 online consumer spending in the US will reach USDl0.7 billion. 
2. The average online spend per consumer will be USD182.25. 
Online retailers in the US will lose USD13.5 billion this year because of the poor standard of online customer service. 
1. European online spending during the holiday season will total EUR4.1 billion (USD3.6 billion). 
2. UK consumers, who are set to spend EURl .4 billion (USD 1.2 billion) online during the holiday season, and will account 
for nearly 34 percent of all online spending in Europe in the run-up to Christmas. 
3. Travel will constitute the strongest category during this period, with EUR727 million (USD641 million) in online sales. 
4. Electronics will be next with EUR489 million (USD431 million). 
1. Online buying through TV and wireless devices will account for one in ten purchases by 2005. 
2. U.S. market for B2C e-commerce will grow to USD 227.7 billion by 2005. 
3. Of this amount, USD 13.4 billion worth will take place via TVs and USD 9.5 billion on mobile devices. 
1. 2001 holiday online retail and travel sales will reach approximately $11. 9 billion. 
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2. Shopping categories with notable percentage gains in traffic versus the previous week include: movies, which increased 
41 percent to 1.4 million average daily unique visitors; music, which increased 40 percent to 2.3 million average daily 
unique visitors; and~<!Qparel sites, which increased 30 percent to 1.6 million average daily unique visitors. 
Online population 
Date Prediction 
12/1/96 1. An estimated 33 million US household will go on-line by the year 2000. 
2. The number of businesses connected will rise from 4 percent today to 33 percent in 2000. 
2/26/97 By 2000, about 163 million people are expected to be online, with the biggest growth coming from Japan and Asia. 
4/17/97 Over 10 million people will use the Web regularly to make purchasing decisions by the year 2000. 
7/23/97 1. The number of Web users is expected to grow to 175 million in 2001. 
2. Web access devices such as PCs and Web TVs to pass 300 million in 2001. 
8/5/97 In 1996 online population numbered 150,000. Predictions for 1997 are ambitious with China's electronic ministry expecting 
a growth of 60 percent in Internet subscribers. 
9/16/97 1. By 2001, there will be 4.67 million people online in Australia. 
2. 33.4 percent of those will be engaging in online commerce. 
9/24/97 30 million women and 2000 children, half of whom are female, are expected to come online in the next two years. 
10/8/97 By the year 2001, about 5 percent of the world's people will have Web access with penetration reaching half the population 
in the US and Japan. 
10/29/97 1. The number of Internet users in Singapore is expected to grow from 250,000 now to 1.5 million by 2001 
2. The number of Internet users in Malaysia is expected to increase from 250,000 to 2.2 million by 2001. 
12/8/97 The number of large and medium-sized companies engaging in ecommerce in the US will increase by up to 50 percent in the 
next year. 40 percent of US companies currently conduct business on the Internet and a further 23 percent intend on starting 
in the next year. 
2/5/98 1. Internet population in Latin America will grow from 8.5 million to 34 million in the next two years. 
2. Brazil's online population will grow to 7 million by 2001. 
3/16/98 1. There will be 100 million online by the end of the year. 
2. Half of those would be women. 
5/12/98 1. There are 329 million users expect by 2002 worldwide. 
2. 80 million of those will be based in Europe. 
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Home Net usage will be between 30 million and 102 million by 2002. 
1. By 2002 there could be 27.4 million users in Germany. 
2. The UK users will grow by 2002 to 19 million. 
3. French users are predicted to grow by 2002 to 8.3 million. 
1. By the end of 1999 there will be 10 percent Internet penetration of the UK. 
2. Germany and Denmark and that by the year 2000. 
3. Italy and Netherlands will have similar penetration. 
1. The number of people buying on the Web is expected to 128 million in 2002. 
2. There will be a total of 320 million people with access to the World Wide Web by 2002. 
1.3 million SMEs to be online by the year 2001. 
1. There will be 320 million online by 2002. 
2. Western Europeans will comprise 23 percent of that, just over 73 million. 
One million people in Ireland will have Internet access by 2005 
1. Internet access in China is expected to surge to 9.4 million users by 2002. 
2. Australia is expected to have online population of 5.8 million by 2002. 
By 2004, the number of Europeans with Internet access will reach 44.9 million. 
30 percent of users will make holiday purchases online this year. 
Singapore has a population of over 3 million, half of which is expected to have Internet access by 2000. 
1. 2 million consumers will be online in China by the end of 1998. 
2. This is expected to increase five-fold to 9.4 million by 2002. 
1. Almost 9 million US households will have shopped online by the end of 1998. 
2. This will increase to 40 million by 2003. 
Over 3 million households are expected to shop online this holiday season in UK. 
The number of Internet subscribers in Philippines is expected to reach 900,000 by 2002. 
The number of Internet users is predicted to increase to 5 .3 million by the end of 1999 in South Korea. 
Number of people buying at auction will surge to 6.5 million in 2002. 
1. By 2002, Western Europeans will have 35 percent Internet access. 
2. A quarter of European users will buy online by 2002. 
Almost 100 million people in the US will have Internet access by 2000. 
1. There will be over 24.3 million Internet users in Latin America by 2003. 
2. Columbia Internet users will exceed 500,000 by the end of 1999. 
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3. Columbia Internet users will reach more than 1.3 million by 2002. 
Dutch people over the age 15 with Internet access are expected to exceed 3 million by January 2000. 
The Internet subscriber demand is expected to surge to 1.5 million by the close of 2000, representing 6 million individual 
users in India. 
1. By 2002, the number of US children online is expected to surge to 21.9 million. 
2. The number of teenagers online will increase to 16.6 million by 2002. 
There will be 19 .1 million users online by 2003 throughout Latin America. 
There will be over 200 million people online worldwide by 2002. 
1. 183 million people will buy online by 2003. 
2. Non-US users will account for 65 percent of total user population by 2003. 
By 2010, an estimated 29 million households in the US will be heavy users of direct-to-consumer commerce. 
Currently 44.1 million people in the US are online shoppers, with an additional 37.5 million expected to come online by 
2000. 
1. An estimated 586,600 people will have Internet access in Argentina by the end of 1999. 
2. Argentineans online users will exceed one million by the end of 2000. 
3. Argentineans online users will increase to 2.22 million by 2005. 
4. The number of people buying online in Argentina will reach 25 percent by 2003. 
5. Total number of Internet users in Latin America will exceed 19 million by 2003. 
1. Germany will have online population of 30 million by 2004. 
2. The UK will follow with 25 million users by 2004. 
3. France is expected to reach 18 million by 2004. 
4. Italy will have 10 million users by 2004. 
5. Spain is predicted to have 8 million by 2004. 
6. The rest of Europe will be 30 million by 2004. 
1. 121 million adults will have Internet access by 2004 in Western Europe. 
2. By the end of 1999, 45 million adults across the region will have Internet access in Western Europe. 
3. In 2000, the online population will increase to 59 million in Western Europe. 
4. The online population will rise to 75 million in 2001 in Western Europe. 
5. Online population will reach 93 million in 2002 in Western Europe. 
6. There will be 108 million online populations by the end of 2003 in Western Europe. 
The number of people using online commerce procurement applications will explode from 600,000 in 1999 to 250 million by 
2003. 
00 
N 
8/31/99 
9/21/99 
9/22/99 
9/29/99 
10/4/99 
10/29/99 
11/18/99 
12/1/99 
12/8/99 
12/20/99 
12/23/99 
1/4/00 
1/11/00 
2/1/00 
2/9/00 
2/17/00 
2/28/00 
32 million expected to shop online in the US this holiday season. 
Seven million new consumers will have shopped online in 1999. 
A total of ten million consumers will shop online for the first time in 1999. 
1. 1 7 million US households will be shopping online by the end of 1999. 
2. 7 million US consumers will have made their first online purchase in 1999. 
By 2003, 11.6 percent of the entire EU population will regularly shop online. 
The number of US households will shop online up to 27 million this season. 
Chinese Internet population is expected to surge to 85 million in the next ten years 
Analysts predict that iMode will have 4 million subscribers at the end of its first year in operation, one million more than 
anticipated. 
1. Thirty-three percent of Europeans, nearly 60 million people, will have access to the Internet by 2003. 
2. Almost 100 million Europeans are expected to own one mobile phone by 2003. 
More than 219 million people, or one-third of the European population, will access Internet services using mobile phones by 
2003. 
1. Ecommerce penetration around the world will triple with an increase from seven percent to 24 percent in North American 
10 2003. 
2. Ecommerce penetration will grow from three percent to 11 percent in Europe in 2003. 
3. Online business penetration should increase from two percent to nine percent in the Asia-Pacific region in 2003. 
4. Online business penetration should increase from two percent to seven percent in Latin America in 2003. 
Of the 28.4 million households that will shop online in 2000, 11 million will be new to ecommerce. 
One tenth of all US households will have broadband access by the end of 2001 . 
7.7 percent and 4.4 percent of homes will use cable modems and DSL connections respectively in 2003. 
70 percent of Brazilian Internet users there will have free access by the end of 2000. 
1. Latin American online population will increase from the current level of 10.6 million to 66.6 million in 2005. 
2. Brazil will experience the biggest growth in users, going from 5. 8 million at the end of 1999 to 29 .1 million in 2005. 
3. Users in Mexico and Argentina will increase to 7 million and 2.7 million respectively. 
4. Chile's users will increase to 2. 7 million. 
5. Venezuela's to 3.8 million. 
6. The total for all other Latin American countries will go to 11.3 million. 
1. There will be 700,000 Internet users in Colombia by the end of 2000 and 2.1 million by 2007. 
2. PC penetration is predicted to rise from 1.3 million households to 2.4 million households by 2003. 
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The number of Internet users in Western Europe buying products and services over the Internet will quadruple from 20 
million this year to 85 million in 2005. 
About 215 million people in Western Europe will be online by 2003. 
Britain, France and Germany's online population will be 52 million by the end of 2000. 
27 percent of Irish businesses will procure goods and services online by 2001. 
Online population in Japan will number 76.7 million by 2005. 
38 percent of Internet users will have purchased goods or services online by 2003. 
There will be 41 million mobile users in the UK by 2005. 
1. The number of mobile users will reach 80 million by 2005 in Japan. 
2. The number of Internet users will have tripled to 76.7 million in Japan. 
72 percent of small businesses with Internet access will engage in ecommerce by 2003. 
Internet penetration in the Asia-Pacific region tripling to 233 million over the next three years. 
1. The number of Internet users in China will soar to 20.8 million by the end of 2000. 
2. The number of Chinese Internet users should rise to 120.1 million by the end of 2004. 
1. Household Internet penetration will climb to 50 percent in 2005 in Europe in 2005. 
2. PCs will capture more than 80 percent of European online retail sales in 2005. 
The number of active adult Internet users in India is set to reach 1.5 million by the end of 2000. 
9.4 million Russians will be connected to the Web by 2004. 
1. By 2006, 25 percent of households will spend over USDl0,000 each online. 
2. Three-quarters of those big-spending consumers will have broadband access. 
1. 12 percent of Australian web users expected to buy online in 2000. 
2. There will be 40 percent web users in the US in 2000. 
3. There will be 25 percent web users in Canada in 2000. 
1. US share of the global Internet population will drop from 36 percent today to 24 percent in 2005. 
2. Asia Pacific region to hold one third of the global online population by 2005, outpacing the US region. 
3. Latin America, another high-growth area, will increase its share from 5 percent in 2000 to 8 percent in 2005. 
1. By the end of 2001, the number ofregular Internet users is expected to reach 969,000 in Hungary. 
2. The number of active Internet users over 18 will reach 1.3 million by 2003 in Hungary. 
Over half of Australian households will have access to the Internet at home by the end of 2001 . 
India's online population is expected to jump to 15 million in 2003. 
1. There will be 75 million Internet users in Latin America by 2005. 
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2. Internet audience would grow by an average of 40 percent each year between now and 2005 in Latin America. 
3. There would be 77 million Internet users in Latin America by 2005. 
1. The number of active Internet users in Europe will grow to 108 million by the end of this year. 
2. This number will grow to 255 million by the end of 2004. 
1. The number of Internet users worldwide is predicted to grow to 977 million by 2005. 
2. Sixty percent of Internet users in 2005 will go online using mobile devices. 
The number of home Internet shoppers will increase to 317 million in 2005. 
1. The number of Internet users in Asia-Pacific region will soar from 64 million last year to over 240 million by 2005. 
2. 40 percent of mobile phones will be used for Web access by 2005. 
The number of Internet users in Europe will grow to 233 million by the end of 2004. 
There will be over 26 million Internet users in Russia by 2010. 
Almost 195 million people are expected to have Internet access in the US by 2005. 
Almost 1 billion people around the world will be using the Internet by 2005. 
1. By 2005, Europe and Asia-Pacific will by vying for first place in terms of Internet users. 
2. The US will trail in third place by 2005 in terms of Internet users. 
The number of Internet users in Asia-Pacific region will rise to 245 million by 2004. 
The number of US mobile Internet users engaging in wireless transactions will not exceed 1 million until 2002. 
23 percent of people in Visegrad region (Czech Republic, Hungary, Poland and Slovakia) will have Internet access by 2005. 
Over half of Australian households are expected to have Net access by the end of 2001. 
By 2007, 60 percent of people aged 15 to 50 in the EU and US will carry or wear a wireless communications device for at 
least six hours a day. 
1. 43 percent is expected to have Internet access by 2003 in Ireland. 
2. In excess of a quarter of a million Irish Internet users will shop online by 2003. 
1. Asia-Pacific region, including Japan, will have 183.3 million Internet subscribers in three years. 
2. US will have 162.8 million Internet subscribers in three years. 
3. Western Europe 162.2 million Internet subscribers in three years. 
88 percent of companies in Hungary will have Internet access over 2002. 
1. The number of US consumers buying online will reach 130 million by 2005. 
2. 37 percent of teenagers between 14 and 17 will buy online by the end of 2001. 
By 2005, there will be 1. 7 billion mobile connections. I 
The number of consumers shopping online this holiday season will top 106 million. 
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11/6/01 The number of US consumers shopping online this Christmas will reach 46 million. 
11/16/01 1. Almost 58.7 million US consumers will shop online this quarter. 
2. About 4.9 million of those will be shopping online for the first time. 
11/29/01 Household Internet penetration in Central and Eastern Europe will reach 21 percent by 2005. 
Online transaction 
Date Prediction 
1/16/97 1. Smart cards, e-cash, and e-checks will be used to pay for almost half of the USD7.3 billion in online commerce 
1
expected 
by the year 2000. 
2. The emergence of a new micropayment market in 1998 means smart card and e-money technologies will gain a growing 
share of the online consumer's electronic wallet for the market of online goods and services priced below USDl0. 
4/14/97 1. At least 50 percent of the emerging Internet-based, smart card transaction market will be captured by non-banking 
organizations such as American Express, AT&T, FDC, Microsoft, VeriFone by the year 2001. 
2. By 2005, micropublishing will account for one-third of the 30m networked smart card transactions, whilst the remaining 
transactions will come from markets that would have previously been settled by cash, check or credit. 
8/26/97 1. Online trading will grow 129 percent this year to USD628 million. 
2. This figure will continue to grow eightfold by 2001. 
4/28/98 The value of transactions is estimated to be between USD9 million to USDl 1.5, to geometrically increase this year in the 
Arab World. 
5/12/98 1. USD8 billion worth of business will grow to USD333 billion by 2002. 
2. There will be a massive growth of business transacted on the Web, about a 40-fold increase over the next five years 
worldwide. 
8/19/98 USD400 billion in online transactions by 2002 would equal a 1997-2002 compound annual growth rate of 103 percent. 
11/23/98 It is estimated that by the end of 1998, ecommerce transactions in Singapore will total USD 150 million. 
12/2/98 Internet based transactions are expected to total USD73 billion in 1998. 
1/11/99 1. 5 percent of US households will pay their bills online by 2000. 
2. In the US between 619 and 743 million bills will be paid online in 2000. 
8/30/99 Over 2 billion orders will be placed over the Internet this year. 
11/26/99 1. By 2003, 14 percent of all transactions will be made on the Internet in Europe. 
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2. Scandinavian companies believe by 2002, 25 percent of all sales will be made online. 
3. Germans forecast that only 12 percent of sales would be made online by 2002. 
1. One quarter of all business-to-business purchases will be made online by 2003. 
2. These transactions will be worth USD2.8 trillion. 
North America will have only 39 percent of the online transaction market by 2004. 
B2B ecommerce transactions will skyrocket to USD7 .29 trillion by 2004. 
1. Only 6 percent of ecommerce will be transacted in these regions this year. 
2. This figure will only rise by 1 percent by 2003 . 
Global e-commerce will be worth USD6.9 trillion by 2004 and almost 89 percent of all online transactions will be made in 
only 12 countries. 
International Internet users will increasingly tum to ecommerce and will account for 52 percent of online transactions by 
2001. 
1. Online transactions are expected to account for 6 percent of non-service b2b trade next year. 
2. 12 percent in 2002. 
3. 22 percent in 2003. 
4. 32 percent in 2004. 
1. Credit cards account for 98.5 percent of all Internet transactions, but their dominance is set to drop to 90 percent by 
2001. 
2. Smart cards and electronic wallet (software that stores and manages personal data necessary for buying online, ie. credit 
card numbers) transactions will jump in value from USD500 million this year to USD5.7 billion by the end of 2001. 
3. And this will be worth a massive USD20 billion in value by 2002. 
4. Automated check handling (ACH) will also become more widely used, rising in value from USD300 million this year to 
USD3 .2 billion in 2001. 
5. And that will be worth USD5.2 billion by 2002. 
1. Internet banking transactions are projected to increase from the current 4 percent in Europe to 25 percent by 2003. 
2. The figures above will rise from 3 to 12 percent in the US. 
3. Europe will have nine times more transactions than the US by 2003, representing 4.5 percent of all financial services 
transactions in Europe and 0.5 percent in the US. 
Smart card and e-wallet transactions will achieve to USD5.7 billion in 2001 in US. 
Forty-one percent of online B2B transactions in the UK will be made on online marketplaces by 2005. 
1. Mobile Commerce World reports that 50 million US wireless Internet users will make mobile payments by 2006. 
2. This figure equates to 17 percent of the entire US population, and 26 percent of all mobile device users 
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Infrastructure 
Date Prediction 
6/10/97 Sales of goods and services used to build and access the Internet will top USD 100 billion by the year 2000. 
2/5/98 The number of Latin American business websites could triple in the next year to over 500,000. 
4/7/98 Some 1 million Chinese Java programmers to become available in the next year. 
5/12/98 1. 42 percent of all Web access devices shipped in the US in 2001 will be non-PC information appliances. 
2. In Europe 25 to 30 percent of IT devices bought in 2001 will be information appliances as opposed PCs. 
8/6/98 1. 300,000 digital certificates will be issued to consumers by the end of 1998 in Singapore 
2. It will rise to 800,000 by 1999 in Singapore. 
3. It will further reach one million by 2000 in Singapore. 
8/19/98 The number of devices used to access the Web will increase from 78.8 million to more than 515 million by 2002. 
9/8/98 PC-owning small businesses with home pages will increase to 20.1 percent by 2001. 
9/9/98 PCs will account for 43 percent of Internet access appliances and new Web appliances will account for the remainder. 
5/28/99 1. The average cost for a fully ecommerce enabled site was USD 1 million. 
2. That figure is expected to grow by 25 percent over 2000. 
6/24/99 Almost half of all US workers will work in industries that either produce IT products or use IT products extensively by 
2006. 
6/25/99 Investment in business-to-consumer ecommerce software is expected to drop from 41 percent in 1997 to 22 percent in 2002. 
7 /1/99 Off-line services will drop to 50 percent by 2010 in the US. 
2/1/00 Spending on Internet infrastructure is expected to quadruple to USDl.5 trillion by 2003. 
8/15/00 1. There will be 18 million online investors by year-end 2000 in the US. 
2. There will be 3.9 million online investors by the year-end 2000 in Europe. 
8/29/00 Numbers employed in the ecommerce sector will rise to 35,000 by 2003. 
9/4/00 1. There will be 85 percent of US workforce have Internet access at work by 2004. 
2. Small businesses (5 to 99 full-time staff) are expected to invest almost USD7 billion on application services alone by 
2004. 
9/18/00 China will spend up to USD750 billion on infrastructure over the next two years 
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1/23/01 European technology investments will grow to EUR18billion in 2001. 
1/23/01 Spending on B2B marketplace infrastructure will grow to USD80.9 billion by 2005 . 
2/22/01 Employment in the Internet industry is expected to reach 86,000 in 2001. 
5/18/01 1. 80 percent of all B2B sites will be multilingual within three years. 
2. B2C sites should achieve this goal within two years. 
9/10/01 1. Global investment in personalization technologies will reach USD2.1 billion in 2006. 
2. At the moment, 67 percent of the worldwide investment in personalization technologies is made in North America. 
3. Europe accounts for 25 percent of global investment in personalization. 
4. The UK is the biggest market within Europe (28 percent). 
5. Germany will have 24 percent market. 
6. France will have 20 percent market. 
7. Scandinavia will have 13 percent market. 
9/17/01 31 percent of Hungarian firms should have ecommerce enabled sites by 2002. 
12/18/01 8 percent to 10 percent of the largest 5,000 companies are already using e-procurement software, a figure that is estimated to 
grow to between 80 to 90 percent by 2003 . 
Application 
9/7/96 1. By the year 2000, consumers worldwide will use electronic cash for 9 billion transactions. 
2. By 2005, this will have risen to 20 billion. 
8/26/97 Online stock trading will account for some 60 percent of the discount brokerage industry within four years. 
9/16/98 By the year 2008 close to 100 percent of software licenses will be acquired online. 
2/1/99 1. Over 15 million US households will have monthly bills delivered online by 2002. 
2. This is expected to increase to eight bills per month, 65 percent by 2002. 
2/16/99 The Internet will influence over 8 million car purchases by 2003. 
3/1/00 There are already 1.5 million Internet users in the UK who use online banking and there will be 9 million by 2004. 
1/21/00 1. Online ticket issuing will increase from zero to five percent in 2000. 
2. One percent of all tickets will actually be purchased on the Internet. 
6/27/00 Germany and France will sell 3 percent of groceries online by 2005. 
9/20/00 Scandinavians will use the Internet for leisure and entertainment, with Internet sales of travel and tours, music, books, and 
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videos presently accounting for 16 percent, 15 percent, 13 percent, and 12 percent of the whole market, respectively. 
12/11/00 The number of mobile banking accounts in Europe will skyrocket from 1.8 million this year to 31.8 million in 2004. 
12/27/00 1. Online bond purchasing will account for 6 percent of the USD 15 trillion market for all bond purchases in 2001. 
2. By 2005, 40 percent of bond purchases will be made over the Internet. 
1/4/01 Almost 15 percent of all mortgages will be obtained online by 2003, representing a total ofUSD160 billion in loans. 
2/21/01 1. The number of US companies billing online will triple to 26 percent by 2002. 
2. It will increase further to 35 percent by 2004. 
2/21/01 1. Almost 6 million Canadians will be booking travel online by the end of 2001. 
2. Over half of all Canadian adults could be using the Internet to book their travel by 2003. 
4/24/01 1. 79,000 used cars will be sold online in Europe by 2005. 
2. About 40,000 of these will come from leasing companies, 5,200 from car rental companies, and 32,0000 from 
manufacturers' own used car divisions. 
5/21/01 1. 31 percent of all US air tickets will be sold over the Internet in 2001. 
2. Over 61 million of people in the 35-54 age group will buy air tickets on the Net in 2004. 
Social impact predictions 
Date Prediction 
9/24/97 30 million women and 2000 children, half of whom are female, are expected to come online in the next two years. With 
them, it's expected, will come a more accurate awareness of female surfing habits. This surge of females online is likely to 
challenge the predominantly male conceptions of the online market. 
4/28/98 The US government has recognized the inevitability of attendant social problems which will emerge with the transition to a 
Digital Age. 
9/6/98 Global electronic commerce will be an engine of economic growth in the 21 st century, with the potential to invigorate 
economies by enhancing productivity, streamlining distribution, and revamping corporate structures. 
11/24/98 It is expected that government-granted licenses will increase confidence in the security of online transactions. 
1/4/99 1. The uptake of the Internet in Europe will surge dramatically and the introduction of the Euro could lead to a surge in 
confidence in online banking. 
2. The Internet will change the face of politics in Europe and the US. As politicians come online they will be forced to 
interact more with their mandate. 
1/11/99 Despite the lack of direct profits, ecommerce will generate significant returns in the form of improved consumer and 
ID 
0 
business relations, and reduced overheads. 
1/21/99 Business-to-business ecommerce will regenerate closed trading communities over the next five years. That means, it will 
have the effect of reinforcing established partnerships rather than opening up the market. 
7/22/99 The control of music label information is likely to prove a very divisive issue between music labels and artist' management. 
2/17/00 Internet is an "isolating technology" that could seriously damage the social fabric of communities as uses interact less with 
other people. 
8/21/00 Purchasing books online may cause more damage such as paper wasting, fuel emissions, to the environment than visiting a 
bricks-and-mortar bookstore. 
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Appendix C: Predictions of same objects 
GI b I r o a on me popu a 10n ,y I f b 2002 
Date Prediction Source 
5/12/98 329 million IDC 
8/19/98 320 million IDC 
6/23/99 Over 200 million Deloittee Consulting 
GI b I r o a on me popu at1on 1y I . b 2005 
Date Prediction Source 
4/25/01 1 billion IDC 
5/28/01 977 million IDC 
L f A a Ill menca on me popu a 10n ,y r I f b 2003 
Date Prediction Source 
4/29/99 Over 24.3 million IDC 
6/23/99 19.1 million IDC 
Asia acific online · 2004 
Date Prediction Source 
7 /5/01 245 million Boston Consulting 
8/7/01 183.3 million Data uest 
GI b I r o a on me revenues 1y b 2002 
Date Prediction Source 
4/8/98 1.2 trillion ActivMedia 
10/27/98 In excess of 1 trillion Cisco Systems 
6/23/99 1.1 trillion Deloittee Consulting 
10/27/99 1.2 trillion University of Texas 
GI b I r o a on me revenues ,y b 2003 
Date Prediction Source 
6/23/99 1.4 to 3 .2 trillion Forrester Research 
6/28/99 1.3 trillion ActivMedia 
6/30/99 Over 1 trillion Deloittee Consulting 
2/25/00 9.5 trillion Computer Economics 
Global B2B in 2002 
Date Prediction Source 
7/23/97 327 billion Forrester Research 
3/15/01 1.9 trillion Gartner Group 
10/17/01 916 billion IDC 
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Global B2B in 2001 
Date Prediction Source 
3/15/01 919 billion Gartner Group 
10/17/01 516 billion IDC 
US B2B b 2004 1y 
Date Prediction Source 
2/10/00 2. 7 trillion Forrester Research 
9/8/00 4.8 trillion Boston Consulting 
US B2C b 2005 1y 
Date Prediction Source 
9/21/01 156 billion eMarketer 
12/5/01 227.7 billion Gartner Group 
US online retails in 1998 
Date Prediction Source 
11/20/98 In excess of 13 billion Shop.org 
11/25/98 7.8 billion Forrester Research 
E urope on me revenues ,y r b 2002 
Date Prediction Source 
9/9/98 425 billion IDC 
11/26/99 2 trillion KMPG 
E urope on me revenues ,y r b 2003 
Date Prediction Source 
10/4/99 19.9 billion Jupiter Communications 
12/20/99 18.16 billion Jupiter Communications 
4/10/00 118.6 billion IDC 
E urope on me revenues ,y r b 2004 
Date Prediction Source 
11/3/98 Over 8 billion Frost & Sullivan 
12/23/99 1.61 trillion Forrester Research 
4/21/00 1.5 trillion Forrester Research 
4/12/01 980 billion eMarketer 
5/2/01 1 trillion IDC 
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E B2B b 2005 urope 1y 
Date Prediction Source 
11/6/00 773 million Forrester Research 
10/17/01 1.46 trillion IDC 
E r urope on me re a1 sa es m t 2000 quar er 
Date Prediction Source 
11/29/00 2.2 billion Forrester Research 
12/6/00 1.5 billion Jupiter Media Metrix 
E r t urope on me rave I b 2002 1y 
Date Prediction Source 
6/22/99 1.7 billion Datamonitor 
1/10/01 10.9 billion PhCus Wright 
A t r us ra 1a on me revenues 1y r b 2002 
Date Prediction Source 
10/28/98 4.97 billion IDC 
11/22/99 1.3 billion NOIE 
Asia online revenues in 2003 
Date Prediction Source 
7/25/00 76.6 billion eMarketer 
7/26/00 57 billion Lehman Brothers 
A . P "fi B2B b 2004 s1a- ac1 1c- ,y 
Date Prediction Source 
2/21/00 992 billion Gartner Group 
4/21/00 1.5 trillion Forrester Research 
1/2/01 910 billion Gartner Group 
L f A a Ill . b 2003 menca 1y 
Date Prediction Source 
4/7/99 8 billion IDC 
7/27/99 3.8 billion Boston Consulting 
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